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President-elect Paul DeVille receives “DSC” button. .. . 


‘Dealer Sales Control’ Dominates NRLDA Show 


—see page 37 


WHAT TO DO WHEN HOFFA KNOCKS ON YOUR DOOR 


—ene page 80 





‘MICRO-CAM HANGER 


THE FIRST AND ONLY LOW COST SLIDING DOOR HANGERS TO 
PROVIDE THE EASIEST ADJUSTMENT FOR PLUMBING OR LEVELING SLIDING DOORS 


Only two screws are needed to attach 
hanger to door. To plumb door sim- 
ply loosen screws and turn nylon 
cam with a screw driver. This auto- 
matically raises or lowers doors. 
When making precise adjustments 
door cannot slip down out of control. 


MICRO-CAM 


THE THRIFTEE MICRO-CAM HANGER 


is available with either single or twin nylon wheels and is 








1S), 
- 
— cA, 4 . : / packaged with both fascia and non-fascia aluminum track. 
nOULN lorling de . 


TWIN WHEEL HANGERS SINGLE WHEEL HANGERS 


Nylon wheels have oiled-for-life Nylon wheels have oiled-for-life 
bronze bearings. MICRO-CAM is made of sturdy nylon. bronze bearings. MICRO-CAM is made of sturdy nylon. 


Send for complete catalog today! 
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1. Point-of-Sale Merchandise 


reed vice ws, BIGGER 
PROFITS 
EMCO FACTORY TO YOU 


Furniture Legs, Base Brackets, Shelf Dividers 


TAPERED HARDWOOD BLACK TRILEGS 


©1%” at top e@ Heavy gauge rod 
© Brushed brass ferrules 1¥2” high @ Heavy 12 gauge top plate 
© Self leveling glides with brass cover ® Non-mar glides 
© Dual purpose plates © Wood screws 
© Wood screws © Boxed in sets of 4 
® Boxed in sets of 4 
S : . List Price List Price 
em tas aa Sine Ry ape Be Size Per Set of 4 Size Per Set of 4 
4” $3.08 16” $4.57 


$3.12 14 4.12 6” 3.1 7 y * ad 5.40 


3.26 17” . 
3.59 21” cae ey 3.61 28” 6.18 


3.81 28” 6.33 12" 4.06 





41nmo w.O0raos 








WIDE CHOICE OF 52 NUMBERS 


BLACK AND BRASS TAPERED SCROLL 


e Heavy 18 gauge tubing e Heavy 14 gauge welded in 
© Starts 134” at top plate DIVIDERS 
© Self leveling glide . Will fit hollow core doors © Pre-drilled top and bottom 
e Brass ferrule e Legs set at 10 degree angle ©8x 11” size 
¢ Wood screws © Boxed in sets of 4 

© Boxed in pairs 


6 B 
=m . P maod i e Make shelves, bookcases, 
List Price List Price room dividers, etc. 


Per Set of 4 Size Per Set of 4 
$3.68 ai $4.39 In Brass and Black 
COMBINATION 


per Pain 92-70 








BLACK AND BRASS WROUGHT BASE 
WROUGHT IRON IRON DIVIDERS BRACKETS 


e Heavy gauge rod  Pre-drilled top and * Pre-drilled holes 
¢ Non-mar glides bottom ° 212" high 

© Wood screws ©8xl” size - wits 

© Boxed in sets of 4 © Boxed in pairs © Boxed in pairs : - 

e Heavy 12 gauge top e Available in Black and © Available in Brass (List Price) 


plate Brass Brass and Black $1 91 Pr. 


Black (List Price) 


BLACK BLACK $2.00 Pr. $1.12 Pr. 


List Price 


Size Per Set of 4 
BRASS 
" : (List Price) $3.43 Pr. 


= EQUGce® 


SPECIALTIES, Inc. 


300 New York Ave. Phone ATlantic 8-1937 
Des Nites’ 13, lowa 

WRITE FOR OUR LIBERAL DISCOUNT SCHEDULE AND ILLUSTRATED CATALOG 

We will ship express, truck or rail — whichever is the cheapest for you. 
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new 

official 

figures prove 
Skil is getting... 


SKIL SHARE OF MARKET 19% BIGGER! 


TURNOVER SUCCESS OF 500 LINE RESULTS IN SIMILAR GAINS BY SKIL DEALERS 


Latest industry figures reveal that during the Ist six 
months of 1959 Skil’s already enviable share of the power 
tool market increased by a full 19%. And—judging by 
the volume of orders coming in from all over the country 
—this is sure to be the biggest sales year in Skil history. 

How about you? Will this be your “‘biggest year ever”’ 
in power tool sales? 

Chances are it will if you are one of the thousands of 


dealers who took advantage of Skil’s all-out marketing 
plan based on the 500 Line ‘“‘turnover” concept. It is 
this short line of faster selling power tools for higher 
dealer profits that made the 19% increase possible. 

Don’t wait another day! Find out now how you can cut 
yourself a bigger slice of the 1960 power tool market 
with fast-selling Skil and Skilsaw Power Tools! 

Call your wholesaler or Skil representative, today! 


SKIL CORPORATION 
5033 North Elston Avenue, Chicago 30, Illinois 
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WHAT IS “DSC”? This _ insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 





Something to 
think about... 


* Aside from running a profitable busi- 
ness, did you ever take time to think 
about your responsibility to your cus- 
tomers and your community? 

The question comes up as the result of 
a conversation one of our new staff mem- 
bers had with a spokesman for a national 
association representing a certain line of 
building materials. 

“Just what is the function of your 
group?” our man asked. 

The association man pondered a mo- 
ment, then replied: 

“Buying 40,000 lunches a year for ar- 
chitects!” 

Of course that may be one way to in- 
fluence the right people and ingratiate 
yourself for a minute or two. But how 
good is an association—or a dealer—who 
tries to curry favor for the price of a 
meal ticket or some other bribe of the 
lowest common denominator? 


* Can retailing costs be reduced? That's 
a question which is often asked by deal- 
ers as they reflect on poor profits during 
recent years. 

The urge to reduce costs is often press- 
ing, but the firmness needed to do the 
cutting is sometimes missing. 

One eastern dealer recently proved 
that costs can be reduced. He re-organ- 
ized his administrative setup so that to- 
day he is handling the same amount of 
sales with 20% fewer people than last 
year. 

As an example, he transferred the job 
of aging accounts to the credit manager. 
This chore was formerly done in the 
bookkeeping department. In making this 
change (and other bookkeeping improve- 
ments) he now has one less employe in 
that department—and the work is as effi- 
cient as ever. 

Along the same line, a wholesaler re- 
cently installed automatic billing equip- 
ment and now ‘has one girl instead of 
four—and twice the efficiency. 

If these business men can do some- 
thing about it, maybe you can, too! 
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another first from Bilt-Well 
y Caradco 


The SUPER THREE... one basic double-hung 


window in 3 price ranges 


BILT-WELL 


Super-lift 


! 
j 
' 
i 
§ double-hung unit 
! 
t 
\ 


¢ 
¢ 


~ ¢? 


\ f BILT-WELL 
1! Super-therm: 
i 
U 


¢ 
‘ BILT-WELL 
' Super-hold 
t double-hung unit 


with ingenious sash- 
\ holding device 
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7 


Sakheuduuawe’ 


% 
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double-hung unit 


i 
i 
with double i 
insulating glass 


with flat overhead 
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‘ 
| 
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§ 
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This basic window in three models satisfies every builder/ = . cn sade features: 
1. n ze s construction. 


architect requirement, simplifies your sales problems. Stepped- _ a, patented BILT-WELL jamb liner of 8 
. ° . mil anodized aluminum. 
up features in every price class provide potent sales talk for 


3B. Anodized aluminum weather strip- 


you and your builders. All three models far surpass FHA sition 


4. New jamb adjuster that eliminates 


minimum standards for weather tightness. Engineered right... blocking. 
. . ° ° .T lity Pond ine, ter- 
priced right for budget, medium-cost and custom-built homes. Dimhwanhnea 


F ee - Standardized for all types of con- 
The BILT-WELL Line of Building Woodwork — WINDOW UNITS, Double-hung, Awning, Casement, Basement. struction. 
CABINETS, Kitchen, Multiple-use, Wardrobe, Storage, Vanity-Lavatory. DOORS, Exterior, Interior, Screen and Combination. 


Manufactured by CARADCO, Inc. Dubuque, lowa 


BILT @ WELL 
Theres more to sellwith wooo ¥work by Caradco 
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PERSONAL VIEWPOINT 





Save for your home..... 


At the recent convention of the United States Savings and Loan League 
at Dallas a significant report on mortgage credit in the next decade was 
nse gy Bk Prepared by the Indiana University School of Business, it re- 
vealed 


_* because of population growth in the 1960's, it will now take $15.3 
billion yearly in mortgage credit to satisfy mortgage credit demands. The 
average required in the 50’s was only $10.5 billion. 


* starts will average 1.3 to 1.4 million houses annually or an ex- 
penditure of $247 billions for new housing. 


* the increase in population in ten years will be 33 million and 10 
million new non-farm households. 


There’s more to the report, but these highlights pin-point the obvious 
need for planned programs to increase the amount of funds available 
for mortgages. The alternative is money directly from the federal gov- 
ernment or expanded public housing programs. 

As our small contribution, we’d like to suggest one program, which 
we feel might be helpful to both S&L’s and building material dealers. Let 
us know if you think it makes sense. 

We have all seen families with adequate annual income dribble their 
funds away on new cars, expensive vacation, entertainment and other 
luxuries. Most of these big-ticket purchases—some needed, some frivo- 
lous—are sold on time, with a hefty financing charge tucked into the 
package. Financing, of course, is forced saving and it must be admitted 
that often without such easy credit many people just wouldn’t acquire 
much in the way of worldly goods. 

So why not a “Save for Your Home” plan modeled somewhat after 
Christmas Savings or vacation plans? We all know that acquiring the 
needed down payment is the stumbling block for literally millions of 
people. And the problem is becoming more acute as people marry younger. 

Putting on such a program would be relatively simple. For the mort- 
gage lender, it would require first of all an adequate planning center 
stocked with house plans and rough cost estimates on the houses dis- 
played. This, of course, is necessary to project savings needed for the 
down payment for “X” house desired. Many S&L’s already have centers, 
which have often been supplied with plans and material samples by lum- 
ber dealers. 

Once an S&L adopted such a program, the liaison with the dealer or 
dealers would become closer. It requires no blueprint to appreciate the 
valuable leads for future business which could be forthcoming. 

Necessary tear-out booklets for payments and other details would be 
part of the package. But probably the strongest selling features for the 
suggested program are these: 


1. It would give the financing agency a new angle for their adver- 
tising and promotion. S&L’s, for example, literally strain for unique ad- 
vertising slants because they are essentially similar in consumer benefits. 
Both dealers and lenders would be working together on promoting “Save 
for Your Home” clubs. 


2. Additional deposits would be brought in and pegged for a specific 
purpose. Funds would stay put and when sufficient for the downpayment 
would be translated into an attractive mortgage. 


While this is the program in a nutshell, there are many other benefits 
to both the lender and the retailer and his contractor customer. 

Our point in making this suggestion is a strong feeling we Americans 
must return to individual responsibility and plan constructively for our 
own futures. More private money for mortgages is going to be needed, 
so let’s get on with the job and work more closely with all financing 


— pee 
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NAHB HAS HIT THE PANIC BUTTON and has appointed an Emergency Policy Committee 
on the worsening of the mortgage money market. In a special president's 
message to all members, Carl Mitnick urged that every builder descend 
on senators and representatives telling them the facts about tight money. 


Obviously the groundwork is being laid for emergency legislation when 
Congress meets in January. As reported in our last newsletter we believe 
builders will spin their wheels by urging a super-liberal housing bill. 
The announcement this week that the federal budget will not be balanced 
in '60 is just one reason for this viewpoint. Frankly, legislators are 
becoming disgusted with the building industry. Next year still looks 
good . . »« probably 1.2 or 1.3 million homes .. . surely nothing requir- 
ing rush legislation. 





Competing for the family's dollar, selling more housing, providing a sus- 
Stained supply of private mortgage money, is something else again. 
For an idea along this line, please turn to our editorial page. 





STRONG CLAIMS FOR PAINT LIFE on aluminum siding is causing some concern in 
paint circles. Several large prefabers are being requested to tone down 
statements on paint durability until laboratory and on the job tests provide 
more facts. 


Paint producers are urging users of aluminum to more widely promote the 
basic features of the metal itself rather than the paint coatings. 

The paint manufacturers are polite but firm. They expect action and will 
ask deletion of their brand name from all advertising, if not given 
satisfaction. 





THE TRADE-IN HOMES program is expected to spurt when FHA shortly distributes 
certification and processing forms for the revised plan authorized under 
the 1959 Housing Act (Sections 203(b) and 220). 


MODERATE INCREASES IN BUILDING COSTS, only 2% over the last six months, have 
been noted by F. W. Dodge. The jump was general across the country with 
the exception of the New England area where only a 1% rise occurred. 
Costs now average about 2.57 times what they did in 1941. It takes $2.57 
to buy as much lumber, bricks and labor as $1.00 did 18 years ago. 





BUILT-IN HIGH-FI for homes will get a strong merchandising push in 1960. 
At least two prominent manufacturers active in the building field have 
announced packages for the NAHB convention. While mostly designed for new 
homes, the packages could be installed on remodeling jobs. 


No technical knowledge is required to install the systems and even built-in 
stereo is possible. Anticipating this trend we displayed a package dealers 
could sell in the Store Design Center at the recent NRLDA Exposition. 

A brochure is available on our somewhat different approach to selling 

hi-fi on request. 





KD speaker cabinets and a music wall millwork package seem especially 
suitable for lumber dealers to sell. At the NRLDA Exposition about 3 out 
of 5 dealers said they were interested in selling these items. 
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Make extra profits 
on every sale of cement 


You can make only a partial profit when you do not 
sell American Welded Wire Fabric with every order 
of cement. All permanent concrete needs good rein- 
forcement—that’s your chance to make a bonus profit. 
By selling American Welded Wire Fabric. American 
Welded Wire Fabric adds 30% to the strength of slab 
concrete. It’s a smart investment—your buyers want 
it. And it’s a good profit item for you. 

It’s easy to sell and we can help. A nationwide campaign 
is now promoting the sale of American Welded Wire 


American Steel & Wire 
Division of 
United States Steel 


Cotumbia-Geneva Steel Division, San Francisco, Pacific Coast Distributor 
Tennessee Coal & iron Division, Fairfield, Ala., Southern Distributors 
United States Stee! Export Company, Distributors Abroad 
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Fabric. To generate local interest, American Steel & 
Wire will send you a free merchandising kit to help 
you tie-in with this campaign. This kit includes ad 
mats, brochures, and direct mail pieces. It will boost 
your sales of this quality reinforcement. Clip the 


coupon and send it in right now. 
USS and American are registered trademarks 


American Welded Wire Fabric 


American Steel & Wire 

Dept. 9269, Rockefeller Building 

Cleveland 13, Ohio 

Rush me a merchandising kit, today, that will help me make extra 
sales and extra profits on American Welded Wire Fabric. 
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CHOOSE THE ARMSTRONG DISPLAY 
JUST RIGHT FOR YOUR SELLING NEEDS 


Displays do more selling in less space 


Modern supermarket selling has proved the advisability and 
importance of displaying goods in prominent places. Lum- 
ber dealers throughout the country are discovering that this 
is particularly true when selling do-it-yourself floors. Cus- 
tomers like to take plenty of time when choosing the floor 
that will match other decorating projects they have in mind. 
To make your selling easier, Armstrong has made available 
a number of displays carefully designed to fit your needs. 


Good displays are “silent salesmen” 


A good display packs a lot of selling power into a small 
amount of space. Sales points are listed right beside the 
product. Prices can be clearly shown, cutting down on time- 
consuming questions. Your customers can browse without 
taking up your salesman’s time. With all the samples in 
sight for easy comparison, your customer is more certain of 


Arnyvstro 


This tile merchandiser fits over stacked cartons of Exce- 
lon Tile. It shows samples of your eight best-selling pat- 
terns as well as 3” x 3” samples of every color in Excelon 
Tile. Sales literature and Armstrong ad reprints give 
customers exciting decorating ideas. 


his choice. Many lumber dealers have increased sales by 
using displays with built-in shelves where customers can 
arrange their own patterns with handy sample tiles. 











Armstrong displays sell the best 


known name in floors for you 


Using Armstrong displays you can capitalize on the biggest 
advertising campaign in the home furnishings and building 
products industries. Typical of the continuing dynamic 
advertising push by Armstrong is the new 8-page vinyl ad, 





Cans of adhesive and cartons of tile make an attractive 
display. This display will also remind your salesmen to 
sell the correct adhesive for each purchase of tile to do- 
it-yourself customers. 


“A Complete Guide to Modern Vinyl Floors,” appearing in 


Better Homes and Gardens, American Home, House and 
Garden, House Beautiful, House and Home, and Interiors. 





This colorful panel, which can be hung on the wall, holds 
lots of 3”x 3” paper samples that your customers can 
take home. And Armstrong will supply you with all the 
free samples you need. 


Your customers have learned by experience that it pays to 
buy nationally advertised products. By using Armstrong 
displays you capitalize on the best known name in floors. 
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dealer of the month 


Olmos Lumber Co. Builds 

Huge Business in 2 Years 

Selling Armstrong Floors 
Exclusively 


San Antonio, Oct. 15—In April 1957, 
the Olmos Lumber Company here de- 
cided to go into the flooring business. 
Bill Whiting was hired specifically to 
set up the new department. Bill, who 
has 11 years’ experience in the retail 
flooring business, started by selling 
Armstrong Floors exclusively. He first 
concentrated on the builder market. 
Cramped for space, he kept less than 
$1000 inventory and sold mostly from 
samples. Yet his department showed 
excellent profits immediately. 


Expanded to 6 times 
original area 
Realizing the great profit potential in 
Bill’s flooring business, the owners ex- 





This is the new flooring depart- 
ment at Olmos Lumber Company. 
Note the tiles displayed on the 
pegboard walls. 


panded his department to 6 times its 
original size. Then the Armstrong 
Bureau of Merchandising helped de- 
sign the new, enlarged display area. 


Advertising 
attracts remodeling business 

As part of this expansion program, 
Olmos Lumber Company began adver- 
tising locally — first on radio and TV — 
then in newspapers and by direct mail. 
This speedily increased their remodel- 
ing business as well as the volume of 
builder business. Today, only two and 
a half years after Bill Whiting started 
his flooring department, sales have 
risen to a point where Olmos Lumber 
Company must keep thousands of sq. 
ft. of Armstrong Floors in stock. And 
the company has learned that selling 
only Armstrong Floors virtually guar- 
antees customer satisfaction and ter- 
rific profit opportunities. 


HOW MUCH SHOULD YOU 
SPEND ON ADVERTISING? 


When planning your advertising bud- 
get, the first thing to decide is how 
much money should be spent. It is 
important that a plan be made based 
on your individual needs. The “per 
cent of sales” method is the one most 
lumber dealers use. First estimate 
your gross sales for the coming year. 
Then take 4% of the amount for your 
advertising budget. This is the figure 
recommended for the average adver- 
tising budget. If your sales are mostly 
to “do-it-yourselfers,” you may want to 
spend 6% or even more to attract a 
large volume of small sales. On the 
other hand, if you sell to the building 
trade on a contract basis, you will need 
very little advertising. After advertis- 
ing for awhile, you can usually tell by 
the results whether you should increase 
or decrease your advertising budget. 





“FUN KITS" HELP SELL 
DO-IT-YOURSELFERS 














To help you sell Excelon (vinyl-asbes- 
tos) Tile to “do-it-yourselfers,” Arm- 
strong Advertising and Promotion De- 
partment has made available “fun kits” 
which will provide laughs and enter- 
tainment for the whole family. While 





This is the Floorologist apron in 


the Armstrong “fun kit” which 


gets and keeps customers inter- 

ested in do-it-yourself projects. 
the man of the house installs the Exce- 
lon Tile floor, the rest of the “experts” 
in the family can join in the fun. The 
kits, which cost you 75¢ apiece, con- 
tain two humorous workman’s signs, a 
special “tile-laying apron,” and a “Cer- 
tificate of Praise and Gratitude” (to be 
signed by mothers-in-law and other ex- 
perts). The kit is designed to put fun 
in “do-it-yourself” projects. Give a 
Floorologist kit away free with each 
purchase of Excelon, or if you prefer, 
sell it for a few cents. 


December 7, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








New ‘Tapestry Tones’ 
fastest selling 
asphalt tiles 


The new “Tapestry Tone” series in 
Armstrong Asphalt Tile is making news 
all over the country. This smart new 





Here is a sample of the new “Tap- 
estry Tone series in Armstrong 


Asphalt Tile. Introduced a short 

time ago, this style has already 

proved to be a fast seller. 
style is a big seller for do-it-yourselfers 
and builders, An exclusive Armstrong 
process that produces brighter colors 
has been made available for use in as- 
phalt tile. These high-style creations 
are the most popular asphalt tiles on 
the market. Stock up today and join 
the dealers who have already cashed in 
on this new product. 


Many advertising services 
available free from 
» Armstrong 


When planning your local advertising, 
be sure you take advantage of the many 
services, ideas, and free materials avail- 
able from Armstrong. If you need as- 
sistance planning an advertising bud- 
get and program, our experts will 
gladly help you plan a complete cam- 
paign. They will also make sugges- 
tions on how you can cash in on Arm- 
strong national advertising. 

Once your budget and advertising 
campaign are planned, you'll want the 
free materials that are yours simply for 
the asking. (Reprints of consumer ads, 
a variety of ad-mats in all sizes for all 
Armstrong products, plus radio and 
TV spot announcements.) All these 
materials are constantly being updated 
to make promotions increasingly more 
effective. Tie in your own promotions 
with the Armstrong national cam- 
paigns, and you'll find your advertising 
dollars work harder for you. Contact 
your Armstrong representative or write 
to Bureau of Retail Advertising, Arm- 
strong Cork Company, Lancaster, Pa. 
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NEW FROM DODGE FOR 1960 


The thriftiest trucks, in the widest tonnage range, Dodge has ever built... 
including totally new cab-forward models with diesel or gasoline engines. 
Name your job. There’s a Dodge truck to do it. For Dodge has never had a line-up as great as this new 1960 
truck platoon. Spirited panels and pick-ups that deliver up to 200 horsepower. Rugged stakes with up to 
19,500 lbs. G.V.W. Husky 4-wheel-drive models with wheelbases from 108” to 174”. All these and more make 
Dodge your smartest choice for efficient, low-cost hauling. And in the heavyweight class, Dodge introduces a 
completely new line of cab-forward models, trucks engineered to put real muscle into your biggest jobs, trucks 


whose new Servi-Swing fenders open with a 


simple latch and allow you to walk right up to the DEPEND ON 
engine! See your Dodge dealer. He'll be pleased “KS 
to give you the full Dodge truck story for 1960. en ne 


A PRODUCT OF CHRYSLER CORPORATION 


“JOB-RATED” FROM 4,250 LBS. G.V.W. TO 76,800 LBS. G.C.W. 
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SWEPTLINE pick-ups head their class in looks; FORWARD-CONTROL chassis put famous Dodge VAN and other special bodies are easily accommo- 
lead in load space, power. 4-wheel-drive optional. dependability under the body of your choice, dated by most 1960 Dodge trucks. 


TRACTOR models with compact new 89%” BBC STAKE bodies from 714’ to 14’ are built by Dodge TANDEM units provide top hauling strength for 
pull longer trailers, bigger legal payloads, on models to 19,500 Ibs, G.V.W. dump and other extra-rugged operations. 





é 


re RE ST, TP eS 
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Soruce up homes 
6 jy MAIL BOXES 


MACKLANBURG-DUNCAN CO. 
CITY MAIL 


BOXES 


Choice of 5 gorgeous color combinations! 
Never rust, tarnish or need polishing. 





No. GB-500 Gold 

Lid on Black Box FREE engraved 
name plate 

eccce . available with 
every box! 





Here’s a sales feature you can really talk 
about! As shown above, a blank name 
plate is attached to the face of each box. 
Inside the box is an order blank and an 
envelope. Your customer can get his name 
engraved Free on the name plate by send- 
ing the order blank and the plate to us in 
No. BB-502 Black the envelope provided. We'll engrave the 
Lid on Black Box plate and mail it back to your customer. 
No work involved for you, but we tell 
@0eeeees -. i eeeeoeeeeeeesoeoas- > gece your customer the plate is engraved 


oa. zs ' through special arrangements with you. 


ov \y 
\y No. BG-501 Black 


Lid on Gold Box 


EXTRA-LARGE SIZE 
13” wide, 8%” high, 6%” deep 


MADE OF HEAVY GAUGE 
ALUMINUM—- 
SOLID CONSTRUCTION 


! : MAGAZINE HOLDERS AND 
AJ No. AA-504 Ano- SCREWS FOR INSTALLING 
dized Aluminum INCLUDED 


Lid on Aluminum 
Box 


highest quality ond BS order today! Yor order 
BUILDERS seg DEALERS oS 
Sold by hardwore, lumber ond building 10P- sellers, nationally odverti 


ply dealers throughout the couniry! 


No. GG-503 Gold 
Lid on Gold Box 








Soruce Up SALES with... 
in ANODIZED ALUMINUM 





MAIL BOXES 


Big enough to hold 


Here's the answer to your customers’ (Above) No. GB-700 Gold lid on 
demand for a big, roomy mail box. black box 


(Right) No. BB-702 Black lid on 
black box 


; , KING 
\t 9 SIZE 
16%” wide 


No. BG-701 Black lid on a9 Ga-703 Gold lid on No. AA-704 Anodized 8%” high 
gold bo: aluminum lid on 6%” deep 
aluminum box. 


Bey 0 Vow UdUCEioie ce 0vctUed Cones cocccvbGevcscccdec@CWyeees 





MAIL BOXES 


Made of extra heavy gauge aluminum. 
Lifetime finish. Meets govt. specifications 
for No. 1 size. 3 anodized finishes. 


ALBRAS 

a. Permanent 
ALBLACK — Per- ALBRIGHT — Per- bi Anodized 
manent Anodized manent Anodized Permanent natural brass color, 
black color. chrome bright. aluminum finish. Y 


1; MAIL BOX 
HOLDERS 


Here's what every rural mail box 
needs. M-D Mail Box Holders fit all 
standard rural mail boxes. Sturdy 
Rust-proofl Easily installed. 
No. 150 for 
1/2” metal 
pipe. 





MACKLANBURG-DUNCAN CO. 


BOX 1197 * OKLAHOMA CITY 1, OKLAHOMA 














-MARLITE 
RANDUIY 

p LANK... New opportunity to increase 

your building and remodeling profits ! 


be completely modernized in a weekend. More- 
over, melamine plastic finished Marlite resists 


6006 
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Here is the newest and freshest wall paneling to 
come along in years. Marlite Random Plank is 
styled in six exclusive Trendwood finishes for any 
room or decor of your most discerning customer. 
It’s made in 16” wide by 8’ long planks (14” 
thick) , so that even an inexperienced handyman 
can apply it over furring strips or existing walls. 

And because Marlite Random Plank needs no 
painting or further protection, most rooms can 


Hatian Cherry Random Plank, shown below, is only one of the new Trendwood® finishes which include Swedish Cherry, Danish Birch, American Walnut, Swiss Walnut, and English Oak. 





stains, mars and dents. . . stays like new for years 
with an occasional damp cloth wiping. 

If you’re not among the thousands of dealers 
who are building paneling profits with new Mar- 
lite Random Plank, get complete details today 
from your wholesaler — or write Marlite Division 
of Masonite Corporation, Dept.1241, Dover, Ohio. 


Prov 
pee 


Mar lite plastic finished paneling 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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... to help you sell more 
Sterling Halite Melting Crystals! 


This winter, it’s outdoor boards for Sterling Halite. And millions 
of people will see this big, colorful advertising campaign. The 
boards will be up for 60 days during the worst winter weather. 
They'll be up in major markets on highways and near shopping 
centers. Halite comes in 10-lb. bags (6 to a bale), in 25-Ib. bags 
with carrying handle and in 100-Ib. bags. To sell more—buy 
enough . . . so you won't run out. 


FREE: Folder of ‘‘Merchandising Ideas’’ to help you sell more 
Halite all winter long. Send for it today. 





STERLING HALITE SALES SLANTS 


48.9% greater melting power than other snow and ice treatments at 30°F.! © Dissolves 46 times 

its own weight on snow or ice! © Most effective if spread while snow is falling or before freeze! 

© Breaks up ice and hard-packed snow by fast two-way action! © Use it under rear wheels of car! 
INTERNATIONAL SALT CO., INC., SCRANTON, PA. Boston + Buffalo + Charlotte 
Chicago « Cincinnati « Detroit « Newark « New York City « Philadelphia « Pittsburgh « St. Louis 
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™ \: A familiar sight at Masonite plants is this 
e \ rising steam cloud. It signifies another 
‘\ 
\ \ 






explosion of wood chips in a roaring 

¥ blast of steam—the exclusive Masonite 
\\_ process for making the finest hardboard 
\\ In the world, 


























A rapes | 
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Look to MASONITE 


—first in hardboard- 
for better building products 


The soaring sixties—a decade that is predicted to break all records for building 
and construction as families seek better homes, new products, higher standards 
of living. They will be opportune years for you. Your materials market will grow 
fast. Are you ready? 

At Masonite—where the hardboard industry began—planning for the sixties 
started a long time ago. We’re ready for them with exciting new panel products 
of all kinds...with expanded production facilities capable of producing one 
quarter billion more feet of hardboard to help you meet the growing demand... 
with a new coating plant for applying new grains and patterns...with enlarged 
research facilities...and with more big merchandising ideas such as our ‘‘Show- 
case of Famous Brands” model home plan for dealers. 

In the sixties, more than ever, lumber dealers will be our most important 
source of distribution. Are you ready to provide your customers, present and 
future, with the new ideas and new products we will introduce? Be on the lookout 
in these pages next month for an important announcement on new wall paneling 
from Masonite, the first of many new panel products coming your way in the 
sixties. Masonite Corporation, Dept. AL-127, Box 777, Chicago 90, Illinois. 


OUR THANKS to you, Masonite dealers, for making '59 a 
record year. The demand you have helped create will make 
the 60’s most profitable years for you. 


ar 
MASONITE om 


* CORPORATION 


®Masonite Corporation—manufacturer of quality panel products 
for building and industry. 
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| ian press time 





FHA To Require Nationwide Lumber Marking 


New grading regulation in MPS starts April 1, 1960. 
Most dealers applaud the new rule. 


CLEVELAND—All boards and fram- 
ing lumber used in new FHA-insured 
houses must be grade marked, effec- 
tive April 1. Commissioner Julian H. 
Zimmerman announced the new rule 
at the NRLDA Exposition here. 

The move culminates a struggle of 
several years by most lumber dealers 
and their associations. 

Zimmerman said that grade mark- 
ing now is being required by 12 FHA 
regional offices and that it will be 
made mandatory in all FHA offices 
through a revision of the FHA mini- 
mum property standards. 

“All softwood framing lumber go- 
ing into houses with FHA-insured 
mortgages after next April 1 will have 
to be identified by the grade mark of an 
association of independent inspection 
agency qualified to grade mark the 
species,” he said. 

“Our FHA inspectors are not lum- 
ber graders and should not be placed 
in the position of arguing with build- 
ers over grades. Since specific grades 
of framing are required by the min- 
imum property standards, this new re- 
quirement will help both inspectors 
and builders,” the commissioner said. 

NRLDA head agrees. Herbert W. 
Blackstock, Seattle, Wash., retail lum- 
ber dealer and retiring president of 
the NRLDA, said the new FHA re- 
quirement would be good for the con- 
sumer, the lumber dealer and the 
building industry generally. 

“The action is in line with industry 
desires to provide the consumer with 
easily identified quality wood prod- 
ucts,” he added. 

At present, FHA requires grade 
marking of lumber in the areas served 
by 12 regional offices. A thirteenth— 
Reno, Nevada—is being added to the 
list January 1. The offices include: 
Camden, N. J. Newark, N. J. 
District of Columbia New York, N. Y. 
Jackson, Miss. Philadelphia, Pa. 
Jamaica, N. Y. Phoenix, Ariz. 
Little Rock, Ark. Wilmington, Dela. 
Memphis, Tenn. Knoxville, Tenn. 

Associations publishing grading 
rules under which FHA will accept 
grading stamps include California 
Redwood Association, Northeastern 
Lumber Manufacturers Association, 
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Northern Hardwood & Hemlock Man- 
ufacturers Association, Southern Cy- 
press Manufacturers Association, 
Southern Pine Inspection Bureau, 
West Coast Lumber Inspection Bu- 
reau, and Western Pine Association. 


Independent inspection agencies 
now recognized by FHA and the 
American Lwober Standards Com- 
mittee include California Lumber In- 
spection Service, San Jose, Calif.; A. 
E. Green Inspection Agency, Eugene, 
Oreg.; Gross Inspection Agency, Se- 
attle, Wash.; McCallum Inspection 
Agency, Norfolk, Va.; and Pacific 
Lumber Inspection Bureau, Seattle. 





FHA Chief Warns That Less Lumber 
Will Be Used in Homes 


‘But | see no reason why new methods of housing manufac- 
ture should eliminate lumber,"’ says Zimmerman. 


CLEVELAND—Today’s trend is 
against the use of lumber in new 
homes, FHA commissioner Julian Zim- 
merman told the NRLDA Exposition 
here. “And it makes no difference to 
FHA whether America’s homes are 
built of lumber, aluminum, steel or 
some other new material.” 

“Houses being built today are us- 
ing considerably less lumber than 
they did 10 years ago,” Zimmerman 
said. 

“During the past half-century the 
lumber industry has lost 70% of the 
roofing market to asphalt shingle 
and other types of roofing materials. 
It has lost about half the window 
market. Steel and gypsum are replac- 
ing wood lath. Concrete slab is re- 
placing wood flooring in many in- 
stances. Aluminum is now challenging 
wood as siding and roofing.” 

The FHA chief said that in 1920 it 
was estimated that 63% of materials 
used in an average home were lumber 
products. 

“By 1953, lumber had dropped to 
52%. Today it is estimated at about 
50%,” he said. “What will it Be 20, 
30, 40 years from now will depend 
in great measure on how well you 
merchandise the values of lumber.” 

Zimmerman said that it makes no 
difference to FHA whether conven- 
tional on-site construction is used, 
whether homes are prefabed or come 
from some automated process not 


now known. “FHA simply is inter- 
ested in our families being adequately 
housed,” he said. 

Urging that lumbermen explore new 
construction methods, he said he sees 
no reason why new methods of home 
building should eliminate lumber. 

“Present-day competition, however, 
convinces me lumber is not going to 
win this battle of materials by de- 
fault,” he added. 


Research cited. “I know chemists 
and engineers in the lumber industry 
are coming up with products of new 
qualities and new properties. More 
than $20 million is being spent an- 
nually on this,” he said. 


“I know the lumber industry is look- 
ing for new and better ways of mill- 
ing lumber, new ways to get more 
wood with less waste, new ways to 
make fiber and particle board, new 
shapes and forms to achieve greater 
strength and more attractive appear- 
ance. Research, in which lumber deal- 
ers share, constantly opens new fields 
and new challenges. Changed con- 
struction and mass building methods 
challenge old concepts, including 
channels of distribution. Progress in 
handling of materials is a ‘must’. Your 
achievements in meeting the challenge 
of new developments have been great, 
but you will have to make even great- 
er efforts to meet’ challenges that lie 
ahead.” 
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SELLING END-USE PACKAGES is the profitable way to insure profits, says merchan- 
dising consultant Lynn Campbell, facing camera at left, in the American Lumberman- 
sponsored Package Selling Headquarters at the Cleveland NRLDA show. 


New Sales Plan for Home Improvement 


Cuicaco—An all-new 18-point sales 
plan, known as the TSP (Total Sell- 
ing Plan) master merchant program 
was introduced at the recent NRLDA 
Exposition in Cleveland. Its function 
is to help dealers develop big-ticket 
end-use package selling of home im- 
provements and new homes. 

Lynn Campbell, merchandising con- 
sultant for the plan, said that dealer 
response was excellent. 

“This merchandising program was 
created by Home Maintenance & Im- 
provement, a nine-year old consumer 
magazine published by American Lum- 
berman. Art Hood and A. L. editors 
were consulted in working out the 
details,” Campbell said. 

The TSP Master Merchant Plan is 
built around the service magazine, 
which is distributed by dealers to 
their customers four times a year. 

“Home Maintenance & Improve- 
ment was developed exclusively for 
the retail lumber dealer,” Campbell 
said. “Each of its four issues is keyed 
to a seasonal theme and features ma- 
jor home improvement projects. 

“The current issue contains a six- 
page kitchen planning guide, which 
helps a homeowner plan how his 
kitchen can be improved. To do this 
the five basic kitchen layouts are 
shown, the benefits of each described 
and dimensions of stock kitchen cabi- 
‘nets given. Cross-section paper is in- 
cluded in the issue, on which an own- 
er may sketch his present kitchen, so 
that improvements can be worked out 
readily by the lumber dealer. Com- 
pleting the kitchen section of the 
magazine is a kitchen check list and 
estimating guide, an indication of 
price ranges of the various kitchen 
types and an invitation to visit the 
kitchen planning center of the lumber 
dealer sponsoring the magazine.” 

Other features of the current issue 
include six new house plans in full 
color and practical suggestions on 
basement remodeling. New ideas on 
solving home storage problems with 


new materials available through retail 
lumberyards are described and pic- 
tured. 

In addition to Home Maintenance 
& Improvement, the TSP plan in- 
cludes 17 additional features. These 
are: 

* Counter merchandising rack, de- 
signed to help dealers build new cus- 
tomers in addition to those already 
being reached by the home improve- 
ment promotion. 

* Specially designed ad-mat service 
created by American Lumberman, 
plus guidance in profitable use of ra- 
dio and TV. 

* Point of purchase material, with 
seasonal tie-in and package sale pro- 
motion. 

* Home workshop plans which stim- 
ulate sales of materials. 

* New home plans which help create 
big ticket materials sales. 

¢ Special sale inserts which are tai- 
lor-made for the individual dealer 
and bound into his copies of the 
magazine to help create added season- 
al sales with loss leaders, special 
values, etc. 

* Merchandising bulletin, telling the 
dealer what’s coming, plus four- 
times-per-year guidance on store dis- 
play, seasonal tie-in and information 
on what products to feature. 

¢ Free store plan sketch, which en- 
ables a dealer to up-grade the effec- 
tiveness of his store as a selling tool. 

* Architectural planning service by 
American Lumberman’s architectural 
consultant, available at cost. 

¢ Inquiries on new products featured 
in the magazine, originating with 
Home’s readers in the dealer’s trading 
area (over 6,000 leads sent to dealers 
in past three months). 

¢ Business and planning forms espe- 
cially designed for HOME dealers. 

¢ Point system, with which the num- 
ber of copies of HOME used each 
year earn points to purchase TSP 
sales aids and collateral material. 

* Mailing special promotions between 
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issues to the owners on the dealer's 
mailing list. 

* Publicity free, planned for the 
dealer in local media. 

¢ Free window decal and certificate 
as Home Master Merchant. 


High-Class Integrated 
Housing in Suburb 


DEERFIELD, ILL.—Despite strong 
protests from some residents, a home- 
building firm is going ahead with plans 
ta include 10 homes for Negroes in 
its 50-unit subdivision of homes in 
the $30,000 class in this all-white 
Chicago suburb. 

The Progress Development Corp., 
part of Modern Community Develop- 
ers, Princeton, N.J., obtained permits 
and approval for the project before 
announcing its controlled integration 
plan. 

Morris Milgram, president of the 
parent corporation, explained that 
when a homeowner decides to leave 
the project he sells it back to the de- 
veloper, which acts as realtor on its 
re-sale. In this way, the 20% Negro 
ratio is assured, he said. “We operate 
on a permanent basis,” he said. 

Milgram’s group has developed in- 
tegrated projects in New Jersey and 
Pennsylvania. Similar subdivisions 
have been recently built in San Fran- 
cisco and Yellow Springs, Ohio. 

Announcement of the plan touched 
off a series of private and public pro- 
test meetings. Two houses are already 
under construction and attempts to 
block the project will be futile, the 
developers say. 

The houses have been designed by 
Fred Keck, prominent Chicago archi- 
tect. 


Wage Increases 


WASHINGTON, D. C.—Wage _in- 
creases becoming effective in 1960 
under contracts now in force will 
average just under eight cents an 
hour, according to a survey by the 
Bureau of National Affairs, Inc. 

Construction and retail trade are 
among the industries with highest 
wage increases coming next year. 
The average hour increase for these 
industries is 10 cents. 

This year has seen a sharp rise in 
the proportion of wage agreements 
providing for increases to become 
effective during the contract term, 
usually at annual intervals, the BNA 
reported. 





Immense Help 


“I must tell you that we regular- 
ly read your publication from 
cover to cover and find it of im- 
mense help.”—R. L. Thompson, 
treasurer, Miller Lumber Co., Kal- 
amazoo, Mich. 





Wood Promotion Program 
Fails to Impress Most Dealers 


High-level consumer campaign falls down where it is needed most— 
the point-of-sale—according to retail lumber dealers, who suggest 
ways to improve promotion program. 


OST LUMBER DEALERS ap- 

pear ignorant of the $8 million 
wood promotion program spearhead- 
ed by the National Lumber Manufac- 
turers Association and regional and 
specie groups. 

A cross-country check of dealers by 
A. L. reporters indicates that the na- 
tional program has failed to reach 
the dealer level. For example, five of 
eight dealers interviewed in the Cin- 
cinnati area admitted complete ig- 
norance of the program, now almost 
a year old. No dealer contacted in the 
Seattle area was familiar with the pro- 
gram. 

H. F. Angus, vice-president, Hyde 
Park Lumber Co., Cincinnati, said 
dealers should have more information 
about the wood promotion effort. 

The NLMA segment of the pro- 
gram totaling over $1 million is being 
spent largely for national advertising 
in consumer and business magazines. 

Where it fails. Many dealers com- 
plained that the program failed at the 
most important point—the local level. 
Dealers called for literature and ads 
they could use in their own promo- 
tion. 

“Why don’t the people in charge 
send us more mailing pieces?” de- 
manded president J. J. Peltz, Getman 
and Judd Co., Stamford, Conn. “We 
send out 10,000 mailing pieces a 
month and we could include a wood 
promotion mailing piece.” 

Peltz, who has found radio an ef- 
fective media, advocated a panel dis- 
cussion on the advantages of wood as 
a building product. 

“The money isn’t working for us 
where we really need it,” declared 
M. M. Exter, president, Village Lum- 
ber Co., Elmont, N. Y., who sug- 
gested using local media for greater 
impact. He believes the program 
should sell the advantages of wood 
for specific projects like add-a-room, 
patios, etc., thus tieing each dealer to 
the national promotion. Failure to fol- 
low through at the local level is wast- 
ing budget money, Exter feels. 

“Make it more local and don’t 
spray the shots so much,” concluded 
the Long Island retailer. 

Les Garland, advertising manager, 
Johnson Cashway Lumber Co., Oma- 
ha, also asked for more local level 
help. 

“If there is a weak link, I think 
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it’s in point-of-sale material,” he said. 
“There should be more coordination 
between publication advertising and 
dealer aids. This might be done 
through the dealer associations.” 

Garland feels the current program 
is a step in the right direction. 

“Until a few years ago,” he added, 
“it seemed as though the industry felt 
lumber would always be used by ev- 
eryone. Meanwhile, all kinds of new 
materials were being developed and 
promoted. Now the industry is awake 
and active.” 

National ads help. The value of na- 
tional advertising was pointed out by 
John D. Carney, treasurer, Carney 
Lumber Co., Denver. He said today’s 
housewife, who usually gives the final 
okay on a purchase, is ad conscious. 
And if a product isn’t advertised na- 
tionally, she doesn’t want it in her 
home. 

“From our own experience,” said 
Carney, “the demand for metal doors 
has made great inroads on the sale 
of wood doors for wardrobes and | 
believe it is due to aggressive adver- 
tising.” 

Another Denver dealer suggested it 
would be helpful if national adver- 
tisers would furnish reproductions of 
their ads in stuffer form as a means 
of tying a dealers’ name to national 
advertising. C. C. Feldman, president, 
Ace Lumber and Millwork Co., said 
local newspaper would give the ads 
more readership. 

Two San Francisco dealers in dif- 
ferent volume categories expressed al- 
most identical opinions. Guy K. Cook, 
Oakley Lumber & Mill Co., felt that 
consumer and business magazine ad- 
vertising at the national level wasn’t 
of much help to the smaller yards. 
Mrs. Florence Barnes, Gillon Lumber 
Co., who also suggested direct mail 
enclosures, commented: 

“These programs don’t mean much 
in terms of direct sales. Personal con- 
tact and sales promotion efforts are 
always more successful for us.” 

Results take time. Two Texas deal- 
ers expressed opposite views on the 
program. Herbert Jones, manager, La 
Marque (Tex.) Lumber Co., suggested 
the campaign be extended to local 
newspapers for wider readership. 

“Speaking from a suburban deal- 
ers’ viewpoint, lumber still seems to 
be a secondary building material and 
we have yet to see any tangible re- 


sults from the promotion. National 
advertising is somehow missing the 
mark. It doesn’t seem to be reaching 
enough pople in their homes.” 

Ralph Isaacs, manager of Houston’s 
Johnny Johnson Lumber Co., felt 
dealers are too quick to condemn the 
value of such a campaign as the wood 
promotion effort. 

“These promotions take time to 
make an impact,” asserted Isaacs, 
pointing to the campaign by the 
Southern Pine Association as an illus- 
tration. “We have seen the dollars- 
and-cents value of this promotion, but 
the important thing is that this ad- 
vertising is going into its third year. 
If dealers will wait a little longer, 
they’ll see that the current wood pro- 
motion will show results in their cash 
registers.” 

Two Dallas dealers acknowledged 
hearing about the promotion program, 
but said they didn’t know the details. 

Wood vs others. Georgia dealer C. 
E. Smith questioned the value of in- 
stitutional type advertising. The pres- 
ident of the Decatur Lumber and 
Supply Co. suggested more emphasis 
in promotion that would compare 
wood feature-for-feature with other 
competitive building materials. Smith 
believes that some of wood’s best 
features—strength and adaptability— 
are undersold. 

This same theme was emphasized 
by an Atlanta dealer, president Frank 
G. Lake, president, Frank G. Lake 
Lumber Co. Lake believes the pro- 
gram should do a stronger job of 
selling the versatility of wood as an 
exterior material. 

“That is where we're taking the big- 
gest loss,” observed Lake. “Lumber 
manufacturers would also do well to 
stress the wide choice of design pos- 
sible through the use of wood.” 

In Minneapolis, dealer Jim Stewart, 
president of the firm bearing his name, 
said the lumber price structure works 
against the program. 

“We get the consumers to think 
of and make use of lumber, then the 
price is increased,” he said. However, 
Stewart believes strongly in wood pro- 
motion and recently installed a $100,- 
000 wood treating plant. 





New Wood Promotion 

Changes are indicated in the 1960 
lumber promotion plans of the 
NLMA. The mill group has just an- 
nounced its $6.6 million ad fund for 
next year. Included is $2.5 million 
for local merchandising and publicity 
activities, with a field staff. For de- 
tails, see your Dec. 21st issue of 
American Lumberman. 
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OICE OF TWO SUPERIOR WALL PANELS IN COLOR 


Functional construction...exciting design 


SCHSSHOHSHSHHEHHHSHHOHHEHEEHEEESHEHEESHEEEEEEEEEEEHEESEOEEEEHOEEEEEEEEEES 


... pre-engineered by Butler 


Inside and out . . . the perfect combination of 
utility and beauty. Butler’s clear span interior 
allows complete freedom of planning for sales- 
room, office, warehouse and loading dock .. . 
offers an unobstructed area to the roof for 
storage and movement of merchandise in the 
warehouse area. Outside, curtain wall con- 
struction means complete freedom of design 
... lets you build with beauty, like this hand- 
some building. 

When you build a pre-engineered office- 
salesroom-warehouse, your greatest value de- 
pends on a winning combination of structurals 
and cover. We invite you to compare the en- 
gineering and design of Butler’s superior wall 
panels with all other curtain walls for factory- 


fabricated buildings . . . you'll find they’re 
the finest. Butlerib, the new precision-formed 
standard roof and wall panel, offers new 
strength and bold beauty. Monopanl, Butler’s 
exclusive factory-insulated wall panel, lets 
you build with architectural beauty and 
maintenance-free economy. Both of these 
panels are available in a selection of durable 
factory-applied colors. 

Why settle for less than the best . . . build 
Butler, the lowest-cost way to build well. For 
details on Butlerib, Monopanl and other But- 
ler features, call your Butler Builder. Ask him 
about Butler financing, too. You will find him 
listed in the Yellow Pages under “Buildings” 
or “Steel Buildings”. . . or write direct. 


BUTLER MANUFACTURING COMPANY 


7539 East 13th Street, Kansas City 26, Missouri 


Manufacturers of Metal Buildings © Equipment for Farming, Oil Transportation, Outdoor Advertising «© Contract Manufacturing 

Sales offices in Los Angeles and Richmond, Calif. » Houston, Tex. « Birmingham, Ala. * Kansas City, Mo. * Minneapolis, Minn. 

Chicago, lil. + Detroit, Mich. + Cleveland, Ohio « Pittsburgh, Pa. * New York City and Syracuse, N.Y. « Boston, Mass. « Washington, D.C. 
Burlington, Ontario, Canada 
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Is By-Passing of Dealers a Myth? 
Building Survey Indicates It Is 


Most builders buy from local lumber dealers. Quality, credit 
and accommodating deliveries are among the services they 


like, interviews reveal. 


Retail lumber dealers furnish most 
of the lumber used by the nation’s 
major home builders. And many of 
the builders use their local lumber 
dealers as their main buying sources 
for other building materials as well. 
Shipment of materials direct to build- 
ers from producers seems to be the 
exception rather than the rule. 

That appears to be the buying pol- 
icy of most builders as revealed in a 
check in all parts of the country by 
AL reporters. The reasons behind 
their “buy local” policy are best ex- 
plained by the builders themselves. 

“When we buy from the local deal- 
er, we know what we're getting,” ex- 
pained Richard Prows, president, Da- 
ley & Prows, Bountiful, Utah. “Our 
firm believes in high quality and the 
local dealer is responsible for that. 
And there is the advantage of no im- 
mediate cash outlay. We have the 
dealer hold what we want, draw it 
out and pay accordingly.” Prow says 
his firm also buys millwork and hard- 
ware from local dealer sources. 

Two Salt Lake City builders esti- 
mated that 80% of their lumber came 
from local retail dealers. Harold D. 
Glazier, president, Glazier Construc- 
tion Co., explained it this way: 

“We don't have to worry about 
storage, warpage and material losses. 
The dealer cuts specified lengths for 
use like headers, trimmers and crip- 
ples, then delivers these lengths band- 
ed together. This way we save on 
skilled labor costs. We have tried di- 
rect buying, but it hasn’t worked out.” 

Another Salt Lake City builder, B. 
Lue Bettilyon, co-president, Bettil- 
yon’s, Inc., agreed with Glazier. 

“We find it is more convenient to 
have the bulk of our lumber come 
from a local company. That way we 
can get it when we want it. We also 
buy boards and plywood. Although 
we buy our hardware direct, it comes 
as a drop shipment through a local 
dealer.” 

Didn’t work. B. A. Martin, an At- 
lanta, Ga. builder, is a booster for 
local retail lumber dealers. He said he 
tried buying direct from local mills, 
“but it never worked for very long.” 
He listed these disadvantages: green 
lumber and deliveries “in the middle 
of the night.” 

Out on the west coast, in the San 
Francisco Bay area, Rollin E. Meyer, 
a partner who builds apartment 
houses as well as custom and tract 
homes, went on record this way: 

“We know our local dealers and 
they know us. The result is that we 
can depend on them for quality and 
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good service. We do our lumber pur- 
chasing on a bid basis. Whenever we 
get a new job and after we have fig- 
ured out our supply requirements, we 
prepare specifications, then ask local 
dealers to bid on the project.” 

Another big San Francisco builder, 
Thomas G. Plant, Jr., who heads Plant 
Bros. Corp., says he buys all his lum- 
ber from local dealers. Exceptions to 
this almost standard practice in the 
Bay Area are the Branden Enterprises 
and Perma-Bilt Homes, which have 
their own lumber processing opera- 
tions and buy direct from the mills. 

Better service. William F. Hendy, 
vice-president, Arcose Co., Cincinnati, 
said that using local buying sources is 
the “only way to do it. You improve 
your delivery and service.” 

Hendy, who was recently elected 
president of the Home Builders Asso- 
ciation of Greater Cincinnati, said he 
uses local lumber dealers for buying 
flooring, millwork, nails and door 
hardware. 

Two Minneapolis area builders, who 
have received awards for outstanding 
homes, said they bought all their lum- 
ber from local dealers. Marvin H. An- 
derson, one of the big volume build- 
ers in Minnesota, says his firm also 
buys gypsum board and flooring from 
local dealers. Pearson Bros. said they 
depended on local dealers for all their 
lumber. 

H. G. Armistead, engineer for Rob- 
ert Paulus Construction Co., St. Louis, 
handles both residential and industrial 
jobs. He said his firm hadn’t bought 
any lumber from out-of-town dealers 
for over five years. 

The report from Kansas City ap- 


pears to summarize the situation pre- 
vailing in most parts of the country. 
American Lumberman’s _ reporter 
wrote: 

“There may be an occasional deal, 
but it is fair to say that all but a 
very small percentage of the lumber 
used in this area is bought from lum- 
ber dealers. 

“Competition among dealers for 
this business is rough, but there is 
very little going into structures that 
does not come from some retail yard, 
even though at times there may not 
be much profit in it for the seller. 
The fact that competition is keen and 
salesmen are constantly calling on 
builders for business keeps the lum- 
ber flowing through convention chan- 
nels.” 

The above reports are only a few 
of those received from builder inter- 
views. Substantially the same story was 
reported everywhere. 


Custom House Fabrication 


CINCINNATI—The Pierson Lumber 
Co., currently celebrating its 110th 
year, has announced construction of a 
new factory building for operations 
of new Pierson Panel Home Division. 

The firm entered the panel home 
fabrication business in 1954. It offers 
architectural service, estimating, blue- 
printing, engineering, loan advice, cus- 
tom designing and delivery service. 
Jack Thornell is president and Lewis 
J. Henshaw is vice-president and sec- 
retary of the lumber company. 


Enters Flooring Industry 

New York Ciry—The Ruberoid 
Co. reports it will market a com- 
plete line of resilient floor tile under 
the Ruberoid brand name with em- 
phasis on asphalt and vinyl asbestos 
tile. Production of the Ruberoid 
brand will be handled by the com- 
pany’s newly acquired Mastic Tile 
Div. 





LUMBERMEN LEARN ABOUT ALUMINUM—The growth of aluminum siding sales by 
lumber dealers in Indiana is probably better than ever, as a result of a trip to the 
Lifewall aluminum siding plant in Akron by customers of Dealers Wholesale Supply 
of Indianapolis. The Indiana lumbermen are pictured above boarding the plane for 
the sales training jaunt. 
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For extervor siding... 


suggest PONDEROSA PINE 


it — 


ee 


PONDEROSA PINE provides superior board 
and batten siding for commercial buildings as well as for 
residential use. Low in density, it is an effective insulator 
against summer’s heat or the deep cold of winter. Soft- 
textured and lightweight, it mills accurately, nails easily, 
and handles ang works well—important for on-the-job 
economy. Resisfant to swelling, shrinking or warping, 
Ponderosa Pine also provides sturdy, long-lasting sheath- 
ing, subflooring, roof decking and light framing. 

For interior woodwork, too, Ponderosa Pine is eco- 
nomical to install and maintain. In its clear or knotty 
grades, Ponderosa Pine is today used for more paneling, 
windows and other architectural woodwork than any 
other wood in America. It is attractive and durable. And 
its ability to take finish treatments makes Ponderosa Pine 
a special favorite of homeowners. 

Always carefully dried, Ponderosa Pine can be recom- 
mended with complete confidence. 


A decorating idea that will sell more lumber . . . Western 
Pine Region woods finished in COLOR. Look for our 
advertising in home improvement and do-it-yourself mag- 
azines. It works for you. For more information write to 
Western Pine Association, Yeon Bidg., Portland 4, Oregon. 


Western Pine Association 


member mills manufacture these woods to high standards 
of grading and measurement... grade stamped lumber is 


available in these species 


Idaho White Pine + Ponderosa Pine * Sugar Pine 
White Fir + incense Cedar + Douglas Fir + Larch 
Red Cedar « Lodgepole Pine + Engelmann Spruce 


Today’s Western Pine Tree Farming Guarantees Lumber Tomorrow 
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WELLS 
THRESHOLDS 


a demand product 
wherever building goes on! 


Universally accepted by the new build- 
ing as well as the remodeling industries, 
aluminum thresholds now offer an im- 
portant new profit opportunity to the 
building supply dealer. Easily inven- 
toried, they offer a big volume potential 
with comfortable profit margins. And 
you'll discover, too, a healthy market 
in the do-it-yourself handymen. 


A COMPLETE LINE FEATURING 
WELLS VINYL INSERT MODEL 


Tough, heavy 

vinyl! weather- 

seal insert that 

never flattens, won't 
trap dirt or water, 


As one of the nation’s leading produc- 
ers of quality aluminum thresholds, 
Wells offers a broad line that’s complete 
enough to fill all building requirements, 
yet compact enough to eliminate inven- 
tory problems. The Wells line is so 
practical because it was developed in 
close cooperation with leading builders 
and architects. Each threshold comes 
individually packaged with mounting 
hardware and how-to-install booklet. 
They are available in standard lengths 
and in lineals for custom installations. 


Mail Coupon for Full Details! 


W 


WELLS ALUMINUM CORPORATION 
North Liberty, Indiana 





: Wells Aluminum Corporation 
North Liberty, Ind. 


Please send descriptive aluminum thresh- 
old brochure, 


Name 
Address ‘ pat 
City tein | RRR RES S 
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$3 NRLDA Dues Hike— 


Can It Do The Job? 


CLEVELAND, OHIO — The _long- 
awaited dues increase for members of 
the National Retail Lumber Dealers 
Association has come to pass. The ex- 
tra tab is $3 a year per member. 

From now on, each member of the 
federated associations will put $18 in- 
stead of $15 into the national associa- 
tion till. This means only about $35,- 
000 additional annual revenue for the 
many progressive programs mapped by 
NRLDA. Increased funds was termed 
absolutely necessary for the National 
in the Cresap management report on 
the association made last year. 

Officially, Herbert W. Blackstone, 
outgoing president, predicted that the 
increase, while modest, will “mark 1960 
as the year the National moves into 
high gear.” 

W. L. Johnson, Boise, Ida., chair- 
man of the committee on finance, re- 
ceived approval for the increase at 
the NRLDA board of directors meet- 
ing last month, preceding the 1959 
Exposition. 

James C. O'Malley, Phoenix, Ariz., 
chairman of the budget committee, 
then presented an increased budget 
for 1960, which was approved with- 
out change. 

Among the new programs which 
will now get underway will be an in- 
dustry “report” direct from NRLDA 
headquarters in Washington to deal- 
er-members. Almost all communica- 
tions to dealers at present are chan- 
neled through the federated regional 
associations. 

H. R. Northup, executive vice-pres- 
ident of NRLDA, said the upcoming 
report from the National to dealers 
should “break down the communica- 
tions barrier.” 

At the Cleveland meeting the board 
also heard reports on labor service, 
sales training, materials handling, Lu- 
Re-Co and the Exposition. 

Joseph J. Fitzgerald, Chicago, 
chairman of the Labor Relations com- 
mittee, said that the new NRLDA La- 
bor Letter is now being mailed twice 
monthly to members. After the Labor 
Reform Act has been fully analyzed, 
he said, the letter would be published 
less frequently, but would deal more 
with specific labor problems. 

Reorganization of the present 
NRLDA materials handling program 
was suggested by committee chairman 





New NRLDA Officers 

Paul V. DeVille, Canton, Ohio, has 
been elected president of the National 
Retail Lumber Dealers Association 
for 1960. Serving with him will be W. 
B. Oldham, Dallas, Tex., Ist vice-pres- 
ident; W. L. Johnson, Boise, Ida., 2nd 
vice-president and John W. Dain, 
Mahopac, N.Y., treasurer. 


Stuart S. Caves, Jr., Honeye Falls, 
N.Y. The aim is to “get closer to a 
program that will guide and assist the 
individual lumber dealer.” 

“The committee believes that this 
more basic approach will enable even 
smaller yards to save on labor costs,” 
Caves told the directors. Details on the 
proposed new program were not an- 
nounced, but one phase is said to be 
yard layout consultation for individ- 
ual dealers. 

American Lumberman’s staff re- 
ports on the NRLDA Exposition, the 
Lumber Dealers Research Council and 
the new NRLDA sales training slide 
film appear elsewhere in this issue. 


MEN /n the news 


* Bird & Son, Inc., East Walpole, 
Mass., announces the appointment of 
Alfred W. Kay as commodity mana- 
ger of Bird termite protection prod- 
ucts. 


* The Portland Cement Association 
announces the appointment of George 
H. Tsuruoka as manager of the hous- 
ing and cement products bureau with 
headquarters in the general office in 
Chicago. He succeeds S. H. Westby, 
who has been named technical advisor 
in the bureau. 


¢ President J. Ward Allen, National- 
American Wholesale Lumber Associa- 
tion, New York City, reports that 
treasurer John J. Mulrooney has been 
elected executive vice-president of 
NAWLA effective Jan. 1. He _ suc- 
ceeds Sid L. Darling who is retiring 
Dec. 31 and will continue as consul- 
tant. 


Henry Levy Richard Thompson 


* Henry Levy has been appointed di- 
rector of advertising and sales promo- 
tion of The F. C. Russell Co., Co- 
lumbiana, Ohio. He succeeds Paul C. 
McCormick, who has retired. 


* Richard Thompson, secretary of The 
Celotex Corp., Chicago, has also been 
elected vice-president of the company. 
His new duties will be principally in 
the administrative functions of the 
firm. 
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These are some of the products the Bostitch invisible 
salesman can help you sell...to earn 2 kinds of profit 


...and everything else you sell that Bostitch staplers and staples can fasten 


Sell a Bostitch stapler and you just begin to ring up profit. 
Because Bostitch tools make so many home building and 
repair jobs quick and easy, they make customers eager to 
do more. 

You profit from the sale or rental of the tool and the 
sale of the staples. And you also earn generous, steady 
profit from the materials they fasten so easily. That’s what 
we mean when we say the Bostitch Invisible Salesman helps 
give you 2 kinds of profit. 
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If this sounds like the kind of selling you like and the 
kind of double profits you like to earn—get in touch with 
your Bostitch representative soon. He’s listed under 
“Bostitch” in your telephone directory. When you talk 
with him ask about the complete Bostitch stapler rental 
plan and other sales aids too. 

(If you already are a Bostitch Dealer, be sure to check your supply 
of staplers and staples now. Round out your stock—and keep Bostitch 
always on display. Put the Invisible Salesman to work every day.) 


Profits are better and faster with 


—BOSTITCH 


STAPLERS AND STAPLES 


752 BRIGGS DRIVE, EAST GREENWICH, R. I. 
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Mason Predicts 1,250,000 House 
Starts in ‘60; Indorses DSC 


HHFA administrator urges more realistic real estate 
taxation to encourage home improvements. 


CLEVELAND—Private housing starts 
will reach 1,250,000 in 1960, pre- 
dicts Norm Mason, HHFA adminis- 
trator, who was interviewed by A. L. 
at the NRLDA Exposition in Cleve- 
land. This compares with 1,350,000 
private starts estimated for this year. 

Mason predicted easier mortgage 
money by late February or March on 
the basis of fewer building starts in 
the winter months, the steel strike 
and a balanced federal Treasury. 
Plant expansion is the major factor 
swinging the money pendulum the 
other way. 

Speaking of the recent short-term 
5% Treasury financing, which drain- 
ed away considerable savings deposits, 
Mason said more such financing could 
be anticipated, but probably at a 
4% % rate. He said FHA has no plans 
to put into effect the lower down 
payments authorized by the 1959 
housing legislation. 

Mason, a former Massachusetts 
lumber dealer, emphasized the need 
for a new and realistic system of real 
estate assessment. 

“I especially object to the policy 
of penalizing the homeowner who 


improves his property,” Mason said. 
“A new roof, siding or similar im- 
provements are hardly completed be- 
fore local tax people jump their tax 
rates. I’m definitely in favor of a 
Federal income tax provision to sub- 
stantially encourage more home im- 
provements and maintenance.” 

Mason said he favored the bill in- 
troduced at the last session of Con- 
gress making home improvements tax 
deductible over a span of years. Ma- 
son added that his approval of the 
bill is conditional on cities revamping 
their own tax programs to provide a 
broader tax base with less emphasis 
on real estate. 

“The whole proposition,” he de- 
clared, “is tied to the growing prob- 
lem of the creeping blight in our 
cities. Unless we modify our real estate 
laws, which are relics of the past, we 
can expect more slums, more delin- 
quency and increased costs for mu- 
nicipal services with each passing year.” 

Addressing the Exposition’s kick- 
off breakfast, Mason emphasized the 
importance of dealer sales control. 

“One way to control the sale,” he 
said, “is to keep abreast of the vari- 


NORM MASON, HHFA administrator, re- 
ceives a DSC (Dealer Sales Control) but- 
ton from American Lumberman’s editor 
Gordon J. Lawler in the A. L. Exposition 
booth. Mason indorsed DSC in his kick- 
off breakfast talk. 


ous aids your government has de- 
veloped.” 

He urged dealers to study the busi- 
ness potential in the FHA program 
for expanded nursing home construc- 
tion, badly needed in most com- 
munities. He said changes in FHA 
requirements will also encourage 
housing for elderly people. As furth- 
er means of controling the sale, Ma- 
son urged dealers to become familiar 
with the Certified Agency, Urban 
Renewcl and Rehabilitation programs. 





DOUBLE ACTING 
SPRING HINGES 


For Louvered Doors 




















Modern Button Tips 


Requires No Hanging Strip 





A Complete Line of Hinges 
for All Needs and Applications 


i iate shipment. 
ial stocks on hand for immedi 
oe for prices on your business letterhead. 


S. PARKER H 
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LOW STREET © Phone WAlker 5-¢ 


ARDWARE MFG. CORP. 


10 © NEW YORK 2 


Finishes 
@ Brass Plated 
@ Nickel Plated 
@ Prime Coated 
for painting 
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wanted classified ad in 


'' AMERICAN LUMBERMAN!” 


Whether you’re looking for a new job... 
a new man to fill an old job... 
buy or sell equipment, lumber, a business 
—you'll get results by using the classified 
pages of AMERICAN LUMBERMAN! 


American Lumberman 


59 E. MONROE ST @ CHICAGO 3, ILLINOIS 


want to 
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THE NIFTIEST, THRIFTIEST ACCOUNTING SETUP A DEALER COULD WANT 


It’s already blueprinted for you, step by step in fullest 
detail in the Burroughs Sensimatic Plan. And that plan 


gives you: 
e A simple, yet 100% mechanized accounting system. 


e A system geared to all your present needs yet flexible 
enough to keep pace with increased volume. 


e A system that gives you vital up-to-the-instant figure 
facts about the status of your business at al! times. 


With the Burroughs typing accounting machine you 
wrap up posting and journalizing in one operation with 
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complete typewritten description at the same time. Com- 
parative operating statements and balance sheets, too. 


Just one more example of how Burroughs Corporation 
solves problems with systems that range from low cost 
mechanical accounting to advanced electronic data 


processing. 


FREE BOOKLET: Call our nearby 
branch today for your free copy of From 
Journalizing to Report Writing. Or write 
Burroughs Corporation, Burroughs Divi- 
sion, Detroit 32, Michigan. 

Burroughs and Sensimatic—T M's 


B® Burroughs Corporation 


Burroughs 


ge “NEW DIMENSIONS /| in electronics and data processing systems” 
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PlyWelsh Prefinished ding is 
carefully matched to each 
panel finish, completely elimi- 
nating all on-the-job finishing. 


Genuine American Walnut 


PlyWelsh Panel Stretchers can be 
used in combination with 
panels to give added height 
or to vary wall pattern. 





PiyWelsh Matching Putty Sticks hide 
all nail holes effectively be- 
cause they are matched at the 
factory to each panel finish. 





Genuine Antique Birch 


Everything prefinished...everything matches 


PlyWelsh Match Stains make it a 
simple matter to match built- 
ins and accessory woodwork to 
PlyWelsh Prefinished Panels. 








i) The paneling 
# with sales 
personality 


Ms you'd call it sales appeal instead of per- 
sonality. But by any name, Bruce PlyWelsh 
Prefinished Paneling is a fast-moving, profitable 
item. Here’s why: the non-chipping finish developed 
by E. L. Bruce Co. outwears surface finishes three 
to one...is an exclusive sales feature. You can 
offer a selection of 10 different decorator tones and 
species in PlyWelsh Panels plus perfectly matched 
moldings, panel stretchers, putty sticks and stains. 
It’s the only complete paneling line... planned for 
easy, profitable sales. Get the facts today. Write 
Welsh Plywood or contact your distributor. 


eis . The finish wonit chip off! 
PLYWELSH 


Prefinished Hardwood Paneling 


Welsh Plywood Corporation, Subsidiary of E. L. Bruce Co., 1218 N. Hollywood, Memphis, Tenn. 
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The demand for white portland cement is growing! 
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Atlas W 
Portland _ 


Cement 
Non-Staining 


84 Ibs. net 


Stock and sell Atlas White... the non-staining, white portland cement that 
more builders, architects and manufacturers are specifying ... for precast concrete panels... 
terrazzo... stucco... faced concrete block... split block... reflecting curbing and markers 
... Swimming pools... reflecting floors ... cold-glazed wall finishes . . . non-staining masonry 
mortar .. . screen walls . . . and many white or colored concrete projects such as patios... 
benches . . . flagstones . . . sidewalks. Available in regular, air-entraining and waterproofed 
types. Complies with ASTM & Federal Specifications. Backed by a consistent advertising pro- 
gram in trade publications. For information, call the nearest Universal Atlas sales office — or 
write: Universal Atlas Cement, 100 Park Avenue, New York 17, N. Y. 


"USS" and '‘Atias”’ are registered trademarks 


Universal Atlas Cement 
Division of 
United States Steel 


we-l 


OFFICES: Albany «Birmingham - Boston: Chicago+ Dayton+Kansas City» Milwaukee+ Minneapolis * New Yorks Philadelphia « Pittsburgh» St. Louis* Waco 
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SELL THEM THE WOOD TONE THEY WANT 


These three Weldwooa® Wood Finishes make it 
easy for your customers to get the desired color effect. 


NATURAL - 


wie 
ATurat wooo ° 


Weldwood Satinlac* brings out the full rich beauty of wood. It is non- 
yellowing, causes no “built up” plate glass look. Alcohol- and water- 
resistant, new, improved Satinlac works easily with no objectionable odor. 


LIGHT NATURAL 


A first coat of Weldwood Satinlac Lightener prevents new wood from 
darkening. Not a bleach, it’s an anti-wetting agent that retains natural 
wood tone — followed by finish coats of Weldwood Satinlac. 


‘TED seacep And ¥ a . , . 

; White Firzite® —a penetrating resin sealer — gives clear, “woodsy” pickled 
or special effects in one operation. Ideal, too, as a prime coat under paint 
to reduce checking, grain raise. Clear Firzite controls “wild grain” when 
staining softwoods; excellent stain when tinted with colors-in-oil. 


WELDWOOD WOOD FINISHES 


Wood Preservative + Exterior Stains + Paste Wax and Liquid Paste Wax 


UNITED STATES PLYWOOD CORPORATION 
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the South turns to 


KEY WALL 


GALVANIZED MASONRY REINFORCEMENT 


to get stronger reinforcement at lower cost 





MISSISSIPPI hoctaw County Hig! hool, Ackerman. Ex 
terior. and interior partition walls are reinforced with Keywall 
f K i}] y Ray 1B 

ect k era Perry C 
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MISSISSIPPI—One of the four 


apartment Dulidings being 
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xford. The buildings = | 
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with Keywall. Architect: Thomas 
H hnston, Jr., Starkville. Gen- 
»ral Contractor: J. W. Rich 
‘onstruction, Humbolt, Tenn 














All over the South, architects and 
builders are using Keywall masonry 
joint reinforcement in increasing 
numbers. Such unanimous approval 
of Keywall is typical of the entire 
country. You find this superior rein- 
forcement on jobs everywhere, giving TENNESSEE—Pine Hill Community Center, built for the Memphis 
greater crack resistance and increased Park Commission. By reducing shrinkage cracks, Keywall gives longer 


lateral strength at lower cost. life to the beauty of this building. Architects: Mann & Harrover, Memphis 
General Contractor: W. F. Jameson Construction Co., Memphis 





It will pay to use Keywall on your 
next job. Your masons will really like 
it. They’ll use it right. For more com- 


plete information, write 7 eos SS ee | ts | 
KEYSTONE STEEL i = Vee , 
& WIRE COMPANY 7 ea WM 


Peoria 7, Illinois Sea : 4 j vi 





Keywall *« Keymesh® + Keycorner + Keystrip « Keydeck : | 
Welded Wire Fabric + Nails ss 


MISSISSIPPI—The Northside Elementary School, Kosciusko. One of 
the many buildings designed by William I. Rosamond, architect, Colum- 
bus, on which Keywall was specified. General Contractor: Fenwick 
Brothers Construction Company, Kosciusko 
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ALABAMA~— Dill Ha!l, student 


jormitory, Troy State College 


cae : 
s 


Troy. Keywall is adding greater if 
rack resistance to this attractive 


jing. Architect: Pearson, Tittle . 





Black & Greene 














yes indeed— 
whitest in the bag— 
whitest in the mix— 


whitest in the 
completed job! 





Trinity White is a true portland cement made from materials that 
are free from color minerals. It is an intense and very beautiful white. Makes 
the most attractive of all concrete, either in the pure white or with tinting 


pigments added. A favorite with architects and builders and with 








do-it-yourself home owners. For dealer information write poo engine ceme 
ae a 
Trinity White, 111 W. Monroe St., Chicago 
i 
' 
% I 
! 
I 
| 
| 
_— 
i 
a product of GENERAL PORTLAND CEMENT CO. DEALERS! 
Send for your copy of this new 
CHICAGO + DALLAS + CHATTANOOGA + TAMPA « LOS ANGELES I popular booklet for consumers. 
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CUTTING THE RIBBON at the sixth annual Building Products Ex- 2 
position of the National Retail Lumber Dealers Association are (I. — 
to r.), Norman Mason, HHFA administrator; Mrs. Herbert Black- Besos 
stock; Mrs. America; Herbert Blackstock, retiring NRLDA president 
and H, R. Northup, executive vice-president of the association. 


nae 







sya 


UALINS 1:9 
EXPOSTION 


ae 


A.L. STAFF REPORT 


DEALER SALES CONTROL* 





What Dealers Saw 


and Learned at 
NRLDA Exposition 


DSC—Dealer Sales Control—dominated the sixth 
annual Building Products Exposition of the National 
Retail Lumber Dealers Association. 

In the product exhibits, in the management clin- 
ics, in the hotel room confabs, on the lips of almost 
all dealer visitors, the theme was the same: Dealers 
must control their sales through land, home plan- 
ning, financing, strong consumer merchandising, 
component fabrication, better sales training and 
management and Home Center stores and show- 
rooms. 

It was evident that dealers everywhere are deter- 
mined to halt the long decline in retail profits by 





* “DSC” is a symbol for Dealer Sales Control, created 
by A.L. as one of the guiding principles of this maga- 
zine. When a dealer controls his sales he performs serv- 
ices for either consumer or contractor, assuring adequate 
profit on materials and customer satisfaction. Every 
issue of A.L. contains examples of the progressive meth- 
ods used by dealers following the DSC principle. 


putting into action those tested ideas and selling pro- 
grams which put control of the building market in 
the hands of the dealer. 

“Woody” Woodington, adealer from Pampa, 
Tex., put it this way, speaking from an Exposition 
meeting platform: 

“What many people say is a distribution problem 
in the building industry is simply a case of pure old 
free enterprise at work. The strong win out. The 
boss is John Q. Public. Our job as dealers is to 
make sure we are not cut out of the building picture. 
We must control our sales. Free enterprise is a 
rough and tumble affair and as times change the 
old concepts of business are left out. If builders or 
others are putting us out of business, we’ve got to 
do something about it. Our biggest problem is not 
somebody else, but it is the fellow we see in the mir- 
ror in the morning.” 

On the following pages you see what dealers saw 
and learned at the Exposition. Further reports will 
be published in your December 21st issue of Ameri- 
can Lumberman. 
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NRLDA EXPOSITION REPORT 





pictures of the research house. 


MODIFIED LU-RE-CO PANEL goes on Research 
House in Champaign, Ill., sponsored by Lumber 
Dealers Research Council and Douglas Fir Ply- 
wood Association. The wall unit shown has one 
Y” medium density overlaid fir plywood skin 
nailed to 2x4 framing. The plywood functions as 
a one-thickness combination sheathing-siding. See 
“House Fabrication"’ section, this issue, for other 





Components Steal The Show 


® Lumber dealers can build components 10°%/, cheaper than 
builders, Exposition visitors told. 


* Next dealer-made components may be box beams and 


stressed-skin panels. 


® Lu-Re-Co announced that membership has reached 1,625 


lumber dealers. 


HOSE MAGIC WORDS, “Com- 

ponent Fabrication,” lured many 
a dealer to the NRLDA Exposition. 
This was evident in overflow attend- 
ance at the component clinic spon- 
sored by the Lumber Dealers Re- 
search Council. It was also evident 
in S.R.O. crowds at sessions on the 
franchised Heritage Homes fabrica- 
tion system and in dealer interest in 
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fabrication equipment exhibits. 

About 500 lumbermen, most of 
whom are not now fabricating com- 
ponents, came to the clinic to learn 
how to do it. 

They learned about a new national 
model home promotion which will be 
built around the Lu-Re-Co dealer. 
They were told how one dealer has 
so successfully sold Lu-Re-Co com- 


ponents that he is urging his competi- 
tors to share the fun and profits. They 
saw new types of structural compo- 
nents which are destined to carve a 
niche in housing within a few years. 
And they got the facts on the fast- 
growing Plywood Fabricator Service, 
a new technical and merchandising 
arm of the Douglas Fir Plywood As- 
sociation. 

Convention visitors were so im- 
pressed with the clinic that they 
queried the panelists for more than 
two hours after the formal part of the 


meeting. 
Clarence A. Thompson, president 
of the Lumber Dealers Research 


Council, said that this was the warmest 
reception ever given to Lu-Re-Co at 
any single meeting since the creation 
of the non-profit group 11 years ago. 

Thompson announced that 1,625 
independent lumber dealers in 49 
states, Australia and all provinces of 
Canada are now franchised members 
of the Council. 
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The L.D.R.C. added 134 new 
members in the first 10 months of 
1959. Raymon Harrell, executive 
vice-president, said that the group ex- 
pects to add 500 more dealer mem- 
bers next year. 


Model home promotion. As A.L. 
went to press, approximately 50 retail 
dealers had agreed to build model 
homes based on the Parents Magazine 
Lu-Re-Co house which was displayed 
at the Exposition. 

Maxine Livingston, family home 
editor of Parents Magazine, said that 
the Lu-Re-Co home will be featured 
in the June, 1960 issue of Parents. 
All dealers who agree to build the 
home as specified will be mentioned 
in the magazine, she said. 

The Parents house is of a unique 
design in which all living areas sur- 
round an outdoor patio. The house 
is designed specifically for families 
with children. Dealers are expected 
to sell the house in the $20,000 range. 
Only Lu-Re-Co dealers are allowed 
to participate in what may be the 
largest promotion ever made on be- 
half of the retail lumber dealer as a 
house merchant. 


DSC. Robert V. Blackstock, sec- 
retary of the H. W. Blackstock Lum- 
ber Co., Seattle, moderated the com- 
ponent clinic. 

He said that his yard has gained 
full Dealer Sales Control (DSC) to 
all types of builders, including tract 
operators, by offering them a pre- 
assembled Lu-Re-Co package. 

“T don’t think you can wait a single 
year to get on the component band- 
wagon,” Blackstock told the dealers. 
“Components are the fastest growing 
trend today.” He reminded his audi- 
ence that the company which is first 
in a market with preassembled wall 

(continued on page 42) 
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NRLDA EXPOSITION VISITORS inspect a house built at the show each day which 
uses Heritage component walls. The prefab system was fully described in the August 
6 issue of American Lumberman. Dealers are able to buy the panels and get a com- 
plete estimating system which has a built-in profit for dealer and his builder cus- 


tomers. 


LOW-END MODEL of the new “Independence” line of houses which will be sold by 
Lu-Re-Co lumber dealers. The home features building products of Reynolds alumi- 
num. The 904-sq. ft. house is designed for dealer-fabricated wall panels and roof 


trusses. 


MODEL HOME sponsored by Parents Magazine and the Lumber Dealers Research Council, on display outside Cleveland Auditorium 
during NRLDA Exposition last month. Approximately 50 Lu-Re-Co dealers will build these homes in promotion campaign. The house 


uses Lu-Re-Co dealer-built components. 
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Lowest priced of the leading light 


NEW FORD TRUCKS 


Certified gas savings! 
Certified durability! 
Certified reliability! 
Certified lowest prices! 
You save from the start. . . Ford light- and medium- 
duty trucks are lowest priced of the leading makes. 
And your savings continue. That’s because Ford’s 


economy is certified, backed by intensive tests by 
America’s leading independent automotive ex- 


perts.t Just look what’s in Certified Economy .. . 
and what’s in it for you: 

Certified gas savings—to keep running costs low! 
Tests confirm the gas savings of Ford’s 1960 6-cylinder 
engine . . . the same engine that beat every competitive 
six in Economy Showdown U.S.A. 

Certified durability —to take the toughest jobs you’ve 
got! Tests showed, for example, that Ford’s new half- 
ton frame is 23 percent more rigid . . . that new two- 
toriner brakes have 20 percent longer lining life! 
Certified reliability—to keep “your truck out of the 
shop and on the go! Such key truck components as 
wiring assemblies were tested time and time again — 
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Above: 1960 Ford F-600 Van, F-100 Styleside Pickup and C-800 Tilt Cab bring you the best of the new — 
new smoother acting brakes, new huskier axles, new higher payloads, new riding comfort 


and medium trucks / 


FOR 60 ~ (‘arifiag 


bility of other assemblies. 


The certified results of all the tests are in the 
“Certified Economy Book” at your Ford Dealer’s. 


Be sure to see it soon . . . be sure to see the new 
Ford Trucks . . . be sure to see the lowest priced 
1960 models . . . and you'll be sure to save! 

*Based on latest available manufacturers’ suggested retail delivered prices, in- 
cluding Federal excise tax, excluding dealer preparation, conditioning, destina- 
tion charges. 


tName available on request. Send inquiry to P.O. Box 2687, Ford Division, 
Ford Motor Company, Detroit 31, Michigan. 


FORD TRUCKS COST LESS 


Less to buy.../ess to run... built to jast longer, tool 


December 7, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 22 on Handy Cover Card 








COMPONENTS 


(begins on page 38) 





panels and roof trusses gets a running 
start that pays off in more profits. 

“Our yard is in an enviable posi- 
tion today because of our lead in com- 
ponent fabrication,” Blackstock said. 
“We welcome our competitors to also 
become Lu-Re-Co manufacturers. 
Builders now recognize the savings 
and conveniences of buying dealer- 
fabricated houses. There is room for 
other dealer fabricators in our mar- 
ket. We must keep fabrication in the 
retail lumber industry.” 

A lumber dealer can build and sell 
Lu-Re-Co components 10% cheaper 
than a builder, Blackstock said. “He 
can do it at less cost than a component 
specialist, too. This is because the 
dealer’s overhead is already main- 
tained through sale of non-component 
products and through established 
warehouses and offices.” 

Research house. Prof. Rudard A. 
Jones, director of the Small Homes 
Council of the University of Illinois, 
showed slides of the research house re- 
cently built in Champaign, Ill. Details 
of this house are shown in the “House 
Fabrication” section, a new monthly 
A.L. feature elsewhere in this issue. 

Jones said that some of the newer 
components such as printed box 
beams may be too expensive for the 
housing market at this time. “But it 
is through test homes that these house 
parts will be perfected. Lu-Re-Co 
dealers will eventually stock integrated 
structural walls, roofs and floors in- 
stead of pieces,” he said. 

Plywood components. Marketing 
and technical assistance for structural 
components were revealed by W. P. 
Page, executive vice-president of Ply- 


wood Fabricator Service, Inc., Chi- 
cago, part of the Douglas Fir Plywood 
Association. 

Next month, PFS hopes to add 40 
regional fabricators to its membership, 
Page said. This will mean a total of 
58 fabricators. 

Lumber dealers and _ distributors 
can obtain engineering data, quality 
control and merchandising services 
by joining PFS, Page said. 

PFS is mainly concerned with 
structural components, which differ 
from the more common wall panels 
now made by retail dealers. The em- 
phasis is on box beams and stressed- 
skin panels which make up one-piece 
walls, floors and roofs. 

“These have been proven in the 
industrial and commercial field. Now 
they are moving into the housing pic- 
ture,” Page said. (Watch A.L. for a 
special feature on this trend). 

The fabrication expert warned 
against indiscriminate manufacture of 
box beams and stressed-skin panels. 
“Too many designs for these units 
have not been perfected by engineer- 
ing tests,” he said. 

PFS provides uniform specifications 
and standards for tested structural 
components. When using these stand- 
ards, fabricators’ products qualify for 
PFS trademarks, which are similar 
to the Douglas Fir Plywood Associa- 
tion trademarks. 

The new plywood service group 
provides one engineer consultant for 
every eight fabricator members of 
the service, Page said. PFS experts 
will also help dealers or distributors 
select fabrication equipment. 

Lumber dealers or others who do 
not want to fabricate structural com- 
ponents can buy the new house parts 
from PFS regional fabricators, “In 
this way, the retail lumber and ply- 
wood industry can dominate the house 


TRUSS FABRICATION EQUIPMENT got big play among visitors to NRLDA Exposition. 
Response to the jig above, introduced last summer and exclusively reported to dealers 
in this magazine, has been so good that national sales staff has been formed to 


handle dealer inquiries. 
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es. Clarence 
Thompson announced a new line of 
“Independence” Lu-Re-Co home plans 
which will be nationally promoted by 
Reynolds Aluminum Co. 

One of the homes, called the Lex- 
ington, contains only 904 square feet 
and is designed for the low-cost mar- 
ket. 

Aluminum products, including sid- 
ing, for these packaged Lu-Re-Co 
homes can be purchased by fran- 
chised dealers through the Lumber 
Dealers Service Association, the mar- 
keting arm of Lu-Re-Co, Thompson 
said. 

Component financing. In another 
Exposition meeting, Raymond C. Ty- 
lander, a retailer of West Palm 
Beach, Fla., said that dealers can 
more readily obtain construction 
money and mortgage commitments 
when they make components—if they 
explain the component system to the 
lenders. 

The fact than on-site time is so 
drastically reduced through prefabed 
walls and roof trusses means you save 
money on interim financing, he said. 

Closely allied to component fab- 
rication by dealers and distributors is 
land development and control. A 
meeting on this subject also played to 
a large audience, as told on page 43. 


fabrication industry,” Page said. 
uminum-clad 


Genuine Teakwood Explained 

New YorK—The International 
Thai-Teak Council warns that this 
country has been flooded with sub- 
standard grade of teakwood from 
countries where geographic and cli- 
matic conditions mitigate against its 
complete natural development. 

Genuine teakwood must be able to 
resist decay and hold its shape under 
varying moisture conditions, the Coun- 
cil said. Grade “A” teakwood should 
be able to withstand termites. 

Teakwood from Thailand has an 
oily feel and is light brown in color 
when freshly cut, darkening on ex- 
posure, the Council explained. 


Mergers and Expansions 

¢ Evans Products Co. of Plymouth, 
Mich., and Vancouver Plywood Co. of 
Vancouver, Wash., have formed a joint- 
ly-owned company to construct and op- 
erate a new $2% million plywood man- 
ufacturing plant at Missoula, Mont. The 
new plywood manufacturing company 
has been incorporated as the Van-Evan 
Company. 


* Panelboard Mfg. Co., Inc., Newark, 
N. J., announces the opening of a West 
Coast sales office and warehouse in 
Los Angeles. The new branch will stock 
inventories for the seven-state western 
area. 


° Robinson Clay Product Co, of Akron, 
Ohio, reports it has initiated a $2 mil- 
lion expansion program designed to 
increase production capacity at its Fac- 
tory 10, Mogadore, Ohio, and Factory 
8, Pottstown, Penna. 
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FULL HOUSE of dealers listen to lumbermen tell their success with land development. Harrv 
Balcom of Bossier City, La., moderator of the land clinic, is speaking. 


Land and Money Bring Control of 
Materials Sales, Dealers Told 


¢ Lumbermen advised to start by developing a block or so, 


then broaden out. 


© Some dealers get other local business men to invest in 


land corporation. 


® Savings and loan institutions can now participate in land 


development financing. 


ILL A BUILDER run to a 
competitor for materials after 
he buys a lot in your subdivision? 

That is one of many questions in 
the minds of dealers who are not now 
developing land. The question was typi- 
cal of those given by Exposition visi- 
tors to a panel of dealers who knew 
the answers. 

All five panel members in_ the 
clinic, “How the Small Dealer Can 
Control the Sale Through Contol of 
Land and Financing,” successfully 
develop land as part of their dealer 
operation. These are Harry V. Bal- 
com, Bolinger Lumber & Supply, 


Bossier City, La.; Paul R. Ely, Ely- 
Hoppe Lumber Co., North Platte, 
Neb.; Walter W. Pershing, Home 
Materials Co., Mansfield, Ohio; Rob- 
ert T. Arnold, Jr. R. T. Arnold 
Lumber Co., Adams, Mass. and N. K. 
Irwin, Long-Bell Div. of Interna- 
tional Paper Co., Kansas City, Mo. 

The answer to the question about 
the run-away builder was given by 
dealer Pershing. “He won't buy else- 
where if you, the dealer, obtain or 
control the construction loan along 
with land.” A “gentleman’s agree- 
ment” can also work, based on the 
dealer’s promotion of the builder’s 
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house so that both dealer and builder 
are partners, Pershing said. 

Other points for dealers entering the 
land business were as follows: 
* You need not fear contractor re- 
sentment if you bring the consumer 
to the contractor who buys your lots. 
* You can form a development cor- 
poration with local business men as 
stockholders. But be sure that you, 
the dealer, control the corporation 
management. 
* In some cases competing dealers 
have joined together to develop land. 
* If you go too far into the country 
for land you may have burdensome 
utility costs. You must check connec- 
tions with utilities before you buy the 
land. Be sure to check all local regu- 
lations before you buy or take a land 
option. 
* New federal law makes it possible 
for savings and loan associations to 
participate up to 60% in land de- 
velopment financing. 
* You can control both land and the 
building without getting into labor 
management by giving the full con- 


(continued on page 44) 
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PICKERING 
‘GOLD MEDAL’ : 
LUMBER i. 


my 
because " 
Ss like 


customer 
i: 
it bes Sie 


GOLD = 
Ponderosa Pine A MEDAL , 


Sugar Pine 444 is 


White Fir AS? 


Incense Cedar 

Yes Sir! Other dealers know 
from experience the fine qual- 
ity, the satisfaction-giving 
value of Pickering ‘‘Gold 


Medal" lumber. 

You, too, will like Pickering 
“Gold Medal”... 
ful soft-texture, easy-sawing 
and nailing ‘qualities, its good 


its wonder- 


manufacture, scientific kiln dry- 
ing,.and dependable grades. 


Don't be satisfied with less than 
Pickering ‘“Gold Medal" satis- 
faction. 


Why not put Pickering 
“Gold Medal’ to the 
fest on your nex? re- 
quirements? 


PICKERING 


Lumber Corporation 
STAN DARD, CALIFORNIA | 


€ S ro, Calif.) 
3 Lbr Cor rp Standard, Cali 
ne ¢ Div. T ymne 
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LAND AND MONEY 
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struction job to a selected contractor. 
He, in turn, will hire the subs. 

* It is best to publish a price list for 
lots to builders. These prices will in- 
clude all development costs plus a 
reasonable profit on the land. 

* You might lose control of the build- 
ing materials sale if you sell your 
lots to consumers, who can then go 
out and obtain any contractor. 

* You can obtain assistance in de- 
velopment from the land planning 
division of the Federal Housing Au- 
thority. This is a free service. You 
need not use FHA-insured financing 
to receive this service. 

* Don’t put your tract on record 
until you get ready to develop it. 
This can mean tax savings. 

* You can take options on large land 
areas. The cost of holding the options 
are low enough to hold the land for 
the future. Take the option knowing 
that you might have to drop it at a 
loss if building does not go in the 
direction you anticipated. 

* As a rule of thumb you can con- 
sider at least three lots for an acre 
of land, including streets. 

* Be careful not to plan low-cost 
homes on high-price land. An old 
rule is that land should not be more 
than 10% of the total selling price 
of the house on it. Because of the 
scarcity of land today, this may not 
be possible—but it can serve as a 
guide. 

¢ The ultimate in DSC (Dealer Sales 
Control) is the six-point services of 
the Long-Bell Lumber Co. yards, as 
reported by Mr. Irwin of that firm: 
Land, house design and specifications, 
construction financing, permanent fi- 
nancing, components such as trusses 
and selling aids for the builder. 

¢ Some dealers have a committee of 
builders who advise on land as well 
as on components they want. 

Money. The key to land develop- 
ment and dealer building, the Exposi- 
tion visitors were told, is financing. 
This includes development money, in- 
terim financing for the homes and 
permanent mortgage money. 

Dealer Walter Pershing of Mans- 
field, Ohio, said that the local dealer 
must provide or arrange for all these 
financial phases because “that is exact- 
ly what the factory prefabers pro- 
vide.” 

Massachusetts lumberman R._ T. 
Arnold said that most lumber deal- 
ers are better bankers than bankers 
themselves, once they realize that this 
is the way to control the sale. 

When you obtain financing you 
can help your contractors to grow, ac- 
cording to dealer Pershing. He ex- 
plained that after becoming a mem- 
ber of the Lumbermens’ Investment 
Corporation of Ohio two years ago, 
he began to offer FHA financing to 
a builder who was constantly in bad 

(continued on page 45) 








CYCLOPEDIA 
Of 
BUILDING 


AMERICAN LUMBERMAN S 


Cyclopedia 


——om—mime Of BUILDING TERMS 





Compiled by American Lumber- 
man 75¢. Useful to newcomers 
in the industry and experienced 
personnel alike. A handy refer- 
ence to: over 1,000 building 
terms, charts and tables; funda- 
mentals of light construction; 
legal terms connected with the 
building field. 


Single copies 75¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


AMERICAN LUMBERMAN 
Chicago 3, Illinois 
59 East Monroe Street 


copies of ‘Cyclopedia of 
Money to cover is enclosed. 


Building Terms."’ 
Name_ 
Company 


Street_ 


Ci. 
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STORM DOORS 


Now—you have 
your choice of: 

. Complete Combi- 
nation Aluminum 


Self-Storing Storm 
Door Units. 


. Lineals for you to 
assemble. Impor- 
tant features: 


Fuli one-inch door 


Completely weather- 
stripped 


Equipped with piano 
hinge or 3. stain- 
less steel Oilite 
bearings. 


STORM 
WINDOWS 


Lineals for: 
1. Two-track overlap 
2. Two-track blind stop 
3. Triple tilt 
Write, Wire or Phone Today 


STate 6-6364 
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( Here's the one that ) 


WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
WILL NOT SHRINK SELLS BETTER because 








STICKS AND STAYS pyr it WORKS BETTER. 
mca, di 


Most dealers report 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
seg year after 
year.” What’s more, 

Durham’s Rock- 

Hard Water Putty 

ives you by far the 
est profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and pupeats so regu- 
larly, Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users, Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


Circle No. 25 on Handy Cover Card 





LAND AND MONEY 
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financial shape. When the lumber- 
yard provided construction money to 
this builder, he was able for the first 
time to discount his materials. This 
year this builder has constructed 34 
houses, half of which were financed 
using FFHA-insured mortgages and 
the other half using conventional loans. 
Pershing warned dealers to make 
sure all house plans will pass FHA 
requirements, even if FHA-insured 
loans are not planned. 

In a clinic on long-term financing, 
dealer J. B. Woodington of Pampa, 
Tex., emphasized that the lumberman 
today must learn the financing busi- 
ness from the loan people. “We, the 
dealers must be the ones to se/l money 
to the consumer. The home buyer will 
go to the company which has the 
money for sale along with the house,” 
he explained. 

Dealer Raymond Tylander of West 
Palm Beach, Fla., said that contro! 
of the interim financing by the dealer 
is more important than the type of 
fabrication or the design of the house. 
“IT say this even though I am one of 
the greatest advocates of the Lu-Re- 
Co component systems,” he stated. 

Tylander works mostly through 
local agencies. He emphasized that 
his home customers do not go to the 
local lending institutions because Ty- 
lander’s make out the loan applica- 
tion at the retail office. “Our custom- 
evs do not know what lender is pro- 
viding their mortgage until the com- 
mitment is made,” he explained. 

In this way, he said, the dealer ob- 
tains DSC (Dealer Sales Control) of 
every element in the sale of homes. 

Tylander said that if you hold a 
construction loan on a house you 
have no fear of mechanics or anv- 
one else getting first liens. “You should 
depend upon control of the interim 
financing rather than lien laws,” he 
advised. 

Tylander said that financing “sweat 
equity” housing is now eagerly sought 
by his lenders because it is “about 
the highest yield of any type of fi- 
nancing.” This was not always so, he 
said. At first Tylander had to get 
money for these customers from pri- 
vate investors. “But then the lending 
institutions woke up,” he said. 

Good business can also be devel- 
oped in selling improvement pack- 
ages up to $2.000 after the original 
“sweat equity” owner-builder com- 
pletes his house. The original loan 
can be refinanced for a longer period 
at an excellent yield. 

Gene Ebersole, executive  vice- 
president of the Lumbermen’s Asso 
ciation of Texas, said that the Lum- 
bermens Investment Corporation of 
Texas, which obtains mortgage monev 
for small-town lumber dealers, has 
recently expanded into Oklahoma and 
will expand into other areas in the 








future. 
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WESTERN SPOTLIGHT 





QUESTIONS CAME FAST 
following the panel on 
home _ modernization. 
Many dealers wanted 
help on individual prob- 
lems. Panelists seen here, 
left to right, are Robert 
S. Cutts, manager, 
Thompson-Decatur Lum- 
ber Co., Decatur, Ill.; 
E. R. Titcomb, president, 
Rock Island Lumber Co., 
St. Paul, Minn.; Jim Wise- 
man, president, Wood- 
Freeman lumber Co., 
Searcy, Ark. John Brick- 
son, secretary-treasurer, 
Watson-Brickson Lumber 
Co., Lincoln, Nebr. John 
Dickson, manager, lum- 
ber division, Finch Pruyn 
& Co., Glens Falls, N. Y., 
extreme right, behind 
Brickson. 


NRLDA EXPOSITION REPORT 





Experts Say: Sell the Complete 


Home Improvement Package 


* 40%, gross margin on materials plus 15% to 25% markup 
on labor can be the result, dealers told. 
* Newspaper is best remodeling advertising, experts agree. 


NE WAY to achieve DSC (Deal- 

er Sales Control) is to sell 
the whole remodeling package, five 
experts in this field told a clinic on 
home modernization. 

“Get started by doing the jobs that 
won't get you too involved,” ad- 
vised E. R. Titcomb, president, Rock 
Island Lumber Co., St. Paul, Minn. 
“Stick to relatively simple jobs that 
can be produced in just a few days.” 

Until fairly recently, the 30-yard 
Rock Island chain has prohibited their 
managers from taking the whole con- 
tract including labor. However, the 
yard managers now find, Titcomb de- 
clared, that they are better able to 
control the jobs and make a profit 
on labor as well as materials under 
the new setup. 
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Since the St. Paul branch started 
package selling six months ago, it has 
sold 124 jobs totaling $120,415 in 
labor and materials. The profit on 
these jobs above the regular markup 
on materials was $7,116, Titcomb 
said. He said that in most cases the 
material amounted to 65% to 70% 
of the total contract. 

In addition to the complete pack- 
age sales, Titcomb said that many 
recreation and added room jobs are 
sold on a do-it-yourself basis. He was 
among the speakers who urged deal- 
ers to get into the remodeling field 
—but slowly. 

“We found that all was not as easy 
as we supposed,” cautioned Titcomb. 
“First, we had to convert all the 
specialized services that go with our 


business into a unit price. This is your 
first main job. This means convert- 
ing all labor for simple package sell- 
ing into units of either square foot, 
linear foot or whatever measure is 
most practical. 

“Do several jobs and cost them ac- 
curately until you know that you can 
quote an exact figure that will stand 
up. Take a garage. You begin with 
the style you wish to sell, then set up 
standards for a square footage price 
of a concrete slab. You then estab- 
lish labor for garage erection and 
finally the actual materials that go 
into the garage.” 

40% gross margin. Titcomb said 
that on many of his projects he had 
maintained a 40% gross margin on 
all materials and at the same time 
added from 15% to 25% for labor. 

Selling and installation are handled 
by separate personnel at Rock Is- 
land. The Rock Island salesmen for 
the most part are paid a $300 draw- 
ing account against a 6% commis- 
sion. 

“Servicing these jobs,” added Tit- 
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comb, “requires a man who is knowl- 
edgeable in matters of simple build- 
ing. He must line up his labor sub- 
contractors, know the right man to do 
each job, then see that the labor costs 
are kept to the original budgeted fig- 
ures. He must get the job out on 
time, see that the materials flow 
smoothly to the job and that the sub- 
contracted labor is ready to receive 
them.” 

Finding good salesmen is admitted- 
ly a problem, although panel modera- 
tor Jim Wiseman, president, Wood- 
Freeman Lumber Co., Searcy, Ark., 
has a 22-year-old salesman on a $65 
weekly salary who brought in $28,- 
000 in business last month. Although 
Titcomb said he had difficulty find- 
ing good salesmen, the firm’s Wichita 
branch had 30 people apply for sales- 
mens’ jobs, so the problem is not 
universal. 

Promoting the job. Regular news- 
paper advertising pays off best, pan- 
elists agreed. Titcomb said his firm 
would spend up to 5% of total sales 
to get leads. Wiseman reported that 
registration at his county fair booth 
for a prize with registrants signifying 
their preferred remodeling project had 
resulted in bids on specific jobs. 

Robert S. Cutts, manager, Thomp- 
son-Decatur Lumber Co., Decatur 
Ill., reported that his firm had used 
an outside solicitor at 50¢ a call to 
secure leads with a percentage on 
completed sales up to $20 per job. 
This system of solicitation requires a 
lot of people to follow through on 
leads, warned Cutts, otherwise ill will 
offsets the benefits. 

Dealer John Brickson, secretary- 
treasurer, Watson-Brickson Lumber 
Co., Lincoln, Nebr., said that his kit- 


chen display in the local gas company 
office helped build traffic and pro- 
vide leads for three years. He has 
found that a model kitchen kit, which 
will enable a housewife to visualize 
her new layout, is an invaluable sales 
tool. Also an ordinary kitchen table 
and chairs placed in front of the 
store display model sets the atmos- 
phere for kitchen conversation and 
incidentally has sold kitchen furni- 
ture for the firm. Cutts said that his 
store mezzanine is used effectively as 
a big-ticket sales area. He has three 
complete kitchen displays in wood 
cabinets and one in metal, also two 
lines of built in appliances. 

Cutts joined with Titcomb in em- 
phasizing that it isn’t easy to build 
volume quickly in kitchens, especial- 
ly in his area, where owners of local 
cabinet shops will work for minimum 
wages. Cutts put one man in charge 
of the kitchen department and sent 
him to the Wood Kitchen Cabinet 
school. He is responsible for following 
up leads, purchasing, estimating, de- 
signing, selling and arranging for in- 
stallation when necessary. 

Handling inventory. Panelists dif- 
fered on the necessity for carrying 
kitchen cabinet inventory. Cutts said 
he carries no inventory, excepting a 
minimum stock of builtin appliances. 
He gets three to six weeks delivery 
on cabinets. 

Dealer Brickson, Lincoln, Nebr., 
however, came out for a good cab- 
inet stock on hand. He emphasized 
the importance of the do-it-yourself 
potential and kd cabinets. He said the 
average dealer should turn his cab- 
inet stock at least five times. 

Cutts said his population area of 
115,000 should give him at least 150 


kitchen sales annually. He estimated 
the average sale should run $1,000 
with a gross margin of 30% to 40%. 
Currently the kitchen department is 
responsible for about 10% of Cutt’s 
business volume. 

John Dickson, manager, lumber di- 
vision, Finch Pruyn & Co., Glens 
Falls, N. Y., explained his bonus sys- 
tem for getting big-ticket leads from 
every member of his organization. On 
completed sales, $1 is paid for each 
$10 sales; $2 up to $50; $3 to $100; 
$5 to $1,000 and $10 for sales ex- 
ceeding $1,000. Starting this year, the 
firm has handled the complete re- 
modeling package including labor 
with a full-time man in charge of 
this department. 

Good markup. Dealer Brickson, 
who handles the same kitchen cabi- 
net sold by Sears, urged dealers to a 
strong markup on this item. He said 
Sears uses a 75% markup and with 
an occasional 10% to 20% sales dis- 
count still make a 50% profit. 

Brickson said that 40% to 50% 
of his firm’s total profits are now in 
cabinets. In studying the market po- 
tential for kitchens, he suggested 
dealers take a look at new home 
starts and remodeling permits for the 
past year in their areas, also existing 
competition. 

Summarizing the activities of his 
firm in package selling, moderator 
Wiseman said that costing tickets dai- 
ly in his 10 departments keeps him 
on top of the sales picture. He aims 
for a 25% markup on sales. He runs 
a weekly sales meeting. He recently 
installed two-way radio in his own 
trucks and two contractors’ cars as 
another step to keep ahead of com- 
petition. 





Short Term Credit, Home Improvement 
Financing Spark Lively Clinic 


HE ':OME IMPROVEMENT 

package selling business belongs 
to dealers with package financing 
services. 

Short term credit plans can help 
dealers maintain healthy profit mar- 
gins in hotly competitive areas, in- 
crease sales to existing customers, 
attract new ones, and realize addi- 
tional profit from the financing it- 
self. 

It pays dealers to advertise and 
promote through local media their 
short term credit and home improve- 
ment financing services. 

These facts summarize discussion 
at the NRLDA credit panel program. 

The two-hour session, typified by 
a lively question-and-answer period 


suggesting strong interest in the sub- 
ject, was devoted to the ways and 
means of short term credit and home 
improvement financing. 

The use of open-end mortgages to 
finance home improvements, FHA 
Title I, a dealer’s short term financ- 
ing program and a dealer’s revolving 
credit plan were all blueprinted by 
panelists. 

Revolving credit. Kenneth D. 
Brookhart, president of the Brookhart 
Lumber Co., Colorado Springs, Colo., 
outlined the successful operation of 
his revolving credit plan which is 
patterned after those widely used by 
other large retailers, including depart- 
ment, clothing and hardware stores. 

Brookhart’s plan enables a custom- 
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er to make equal monthly payments 
on purchases up to a maximum of 
$500. A customer selects, by the 
amount of his purchases, the amount 
he wishes to get revolving credit for. 
Regardless of the size of his balance, 
he pays the same amount each month. 
Time periods are determined by the 
monthly sum convenient for the cus- 
tomer to pay. 

A rate of 8%, called the “service 
charge,” is paid on the amount in the 
plan. Example: A customer borrows 
$100, pays $108 at $10.80 a month 
for 10 months. After he has paid a 
number of months, he can again make 
purchases using the plan (at an 8% 


(continued on next page) 
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charge), so long as it does not ex- 
ceed $100. If he wishes to borrow 
more, his credit picture must be re- 
viewed. Depending on the new 
amount to be charged in the plan, he 
may continue the same monthly pay- 
ments or increase them. A charge of 
142% (late charge) of the balance is 
added to his account if he fails to 
maintain payments. 

New Bookkeeping. Brookhart em- 
phasized that the plan was simple to 
put into operation, requiring princi- 
pally new bookkeeping procedures. 
With a two-man credit department, 
he was able to adopt the plan without 
new personnel. Of course he ex- 
plained that it did require additional 


capital to operate, but that the total 
return On money invested actually 
approximated 19%, rather than 8%. 

He also pointed out that the revolv- 
ing credit plan was not a system for 
collecting bad debts. “Applicants must 
be thoroughly screened,” and credit 
ratings reviewed before permitting 
them to use the plan, he said. He 
looks on the plan primarily as a sales 
aid. As such, he said, it has proved 
very successful for his firm. 

Regularly advertised and promoted, 
both in local media and by point of 
sale material (“We finance all we 
sell,” “Ask about our easy payment 
plan’), the plan is readily accepted by 
consumers because of their familiarity 
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with other similar ones they use. 

Customers have the choice of us- 
ing FHA Title I, 30-day account, a 
90-day plan (which calls for 112% 
on the purchase and 112% a month), 
or the revolving credit plan, depend- 
ing on their needs. On amounts larger 
than $500, Title I is normally used 
and is recommended by Brookhart, 
although he explained that he has 
successfully included in the plan cus- 
tomers whose balance exceeded $1,- 
000. 

Credit card. Once a customer is ac- 
cepted on revolving credit, he re- 
ceives a credit card which also en- 
ables him to cash checks at the store. 
Brookhart said the plan has helped 
him increase sales to regular custom- 
ers and add new ones. He is also 
pleased with the return on money 
his firm realizes from the plan. Al- 
though he could use a bank to han- 
dle it, he finances the plan himself 
for the additional return. 

As a competitive weapon, Brook- 
hart believes revolving credit is very 
effective. He explained that other 
dealers in the area are now using 
similar plans, but that since he was 
first, he has an important jump on 
his competitors. 

Because of strong interest he stim- 
ulated as indicated by questions he 
was bombarded with during the dis- 
cussion session, he suggested that 
dealers interested in setting up similar 
plans write him for complete details. 

Stepping up sales. G. Allen Thum, 
vice-president of O’Malley-Reed Build- 
ing Materials, Phoenix, explained in a 
talk on “Credit and Collections” that 
his firm’s sales volume had increased 
six-fold as result of his short term fi- 
nancing program. 

Similar in scope to FHA Title I 
(up to $5,000 for five years), the pro- 
gram does permit the use of the loan 
for new building as well as home im- 
provements. Interest rates average 
6% to7%. 

A large portion of their financing 
volume develops from construction 
loans; particularly in financing un- 
completed buildings. Many people 
begin a house or building and are 
caught short, Thum pointed out. Un- 
der his plan, a loan up to $5,000 can 
be made; once construction is com- 
pleted, the building can either be re- 
financed or the same loan main- 
tained. 

The O’Malley firm can insure lend- 
ing agencies the building will be com- 
pleted. Providing equity is high 
enough, second and even third mort- 
gages are accepted. 

The common loan handled is be- 
tween $1,500 and $3,500. Sometimes, 
FHA Title I provides the best plan for 
a customer. When it does, the firm 
helps the customer get it. 

Dealer Sales Control. The primary 
advantage to the firm, Thum, said, is 
that both “the job and the money to 
complete it are under our control all 
the time.” 

Some special business has developed 
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WHY SELL CASH-AND-CARRY when you can sell credit and make extra profits? That's 
the question asked by four dealers and a banker in NRLDA short-term credit clinic. 
L. to r., Frank W. Kellam, Princess Anne, Va.; G. Allen Thum, Phoenix, Ariz.; Kenneth 
D. Brookhart, Colorado Springs, Colo. Claude A. Hodges, Roanoke, Va. and Alexan- 


der Mintz, Shaker Heights, Ohio. 


as result of their plan. For example, 
they have expa:ded their home fence 
business to 500 installations a year as 
direct result. The plan has also per- 
mitted expansion into agricultural 
buildings and vacation homes. 

Thum’s conclusion: “Installment 
credit sales are a good avenue to 
profitable expansion.” 

The advantages of using open-end 
mortgages for financing home im- 
provements was outlined by Alexand- 
er Mintz, president of the Shaker 
Savings Association, Shaker Heights, 


Ohio, a man credited with pointing 
the way for using open-end mortgages 
in his state. 

Open-end mortgages. Under the 
open-end mortgage, an advance can 
be made at simple interest for a home 
improvement loan to meet current 
bills and to maintain credit. 

The test of the value in this type 
mortgage: it has enabled his firm to 
build a large mortgage portfolio. 

Asked how the open-end mortgage 
could be obtained in a community, 
Mintz said that the U. S. Savings & 


Loan League has done a good job 
in assembling data on it and could ex- 
plain the legal status of the mortgage 
in any given state. He cited the law 
governing the open-end mortgage in 
New Jersey as a good one because of 
its explicitness. 

Mintz explained in answer to anoth- 
er question that the open-end clause 
must be contained in the original 
mortgage and that it could not be 
added into an existing one. 

FHA Title*I outlined, “More than 
half of the country’s 50 million ex- 
isting homes need improvements. To 
say nothing of the next 10 years’ po- 
tential. If you want to get some of this 
business, you need to understand and 
be able to make use of FHA Title 
I.” For this reason, Claude A. Hodges, 
Hodges Lumber COrp., Roanoke, 
Va., summarized : principal . provisions 
of this legislation. He touched on his 
own firm’s ‘success ‘in ‘short term fi- 
nancing with Title I. 

Because this law enables dealers to 
arrange home improvement financing 
conveniently, “requires selling prac- 
tices most dealers commonly use” and 
does not permit unscrupulous prac- 
tices (rebate bonuses, false selling), it 
is a basic and obvious avenue of 
financing for dealers, Hodges declared. 

More than 13,000 lending agencies 
are FHA approved, he pointed , out. 
If the area in which a dealér lives 
does not have an approved lending 
agency, he can write the FHA in Wash- 
ington for the hearest approved agency. 
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What to Do When Hoffa Knocks 


* Take preventative action before he comes. Check em- 


ploye morale. 


Don't underestimate union organizers. 

Know your advantages. Get legal counsel. 

Insist on election before recognizing union. 

Talk to employes. Advise wives of your story. 
Prepare for bargaining—study your opponent. 
Know how to accept a strike. 

Carefully read deiails of above points in this article. 


OFFA’S TEAMSTERS’ UNION, 

if it concentrates its attack, can 

almost any lumberyard out of 

iness, Charles B. Mahin, Chicago 

labor lawyer, warned dealers at a 

labor panel at the NRLDA Exposi- 
tion. 

However, if you understand union 
tactics and can convince your em- 
ployes that their best welfare lies with- 
in your exclusive jurisdiction, you can 
forestall or prevent unionization, de- 
clared the labor expert. 

“Your principal problem when the 
union knocks on your door,” advised 
Mahin, “will be that of convincing 
your own employes to tell the union 
‘no’. The vital thing which will de- 
termine whether you will or will not 
have a union will be the decision of 
your employes.” 

Mahin, labor relations consultant 
for NRLDA since 1936, warned deal- 
ers to take immediate steps to re- 
move causes of discontent among 
employes. If you wait until the =. 
knocks at your door, he cautioned, 
will probably be too late. 

How to prepare. Your chances for 
avoiding unionization, believes Mahin, 
are much greater if you take preven- 
tive action before there is any evi- 
dence of union activity. For one thing 
you will have much greater freedom 
of action than after the union 
comes into the picture. You will have 





Hew te Get Complete Speech 


This article is a digest of a speech, 
“Can the Retail Lumber Dealer Cope 
With Organized Labor?” by Atty. Charles 
B. Mahin. Complete 100-page copy of 
this speech, a bible in labor relations for 
the retail lumber dealer, together with 
sample labor contracts, are available 
through NRLDA at $1.50 per copy. 

M your check payable to National 
Retaii Lumber Dealers Association and 
mail to American Lumberman, 59 East 
Monroe Street, Chicago 3, Ili. We will 
forward your order. 
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the additional advantages of being 
able to counter later claims that em- 
ployes need a union to protect their 
interests. 

“First, review your wage structure,” 
advised Mahin, “to be sure that you 
are not too far out of line with area 
practices in comparable jobs. It isn’t 
necessary to pay the highest wages, 
but if you are paying the lowest, you 
are probably headed for trouble.” 

If any wage adjustments are neces- 
sary, they should be made before the 
union enters the picture, explained 
the labor expert. This is so for two 
reasons: 

1. The union can’t take credit for 
adjustments, which you have already 
made. 

2. After the union comes in, you 
will have to notify and consult with it 
on material changes in wages and 
other conditions. 

“Experience demonstrates,” said 
Mahin, “that you cannot buy your 
way to labor peace by overly indul- 
gent wages, but your wages should 
be good enough to enable you to 
convince the majority of your em- 
ployes that they are fair and reason- 
able. 

Secondly, Mahin urged dealers to 
consider health and welfare benefits 
such as hospitalization, medical, ac- 
cident and possibly cash sick bene- 
fits. He pointed out that benefits of 
this type have become commonplace 
in many union contracts and have 
great appeal to employes. Moreover, 
the unions have found them to be at- 
tractive selling points. Such benefits 
usually cost 4¢ to 10¢ an hour. 

In the third place, Mahin advised 
dealers to clear up outstanding griev- 
ances, since few things are so inju- 
rious to employe morale as unan- 
swered grievances. A negative an- 
swer is better than none at all, said 
Mahin. It gives you a chance to ex- 
plain to employes the reasons for 
your action. 

Check employe morale. Fourth, ad- 


vised the panelist, make a_ soul- 
searching check of employe morale. 
This can be done through employe 
interviews, discussions with supervi- 
sors and through testing agencies. 
Such tests, properly analyzed, can re- 
veal unsuspected employe discontent, 
even bitter antagonism. 

Fifth, take a close look at your 
supervisors, continued Mahin, advising 
dealers to get rid or transfer fore- 
men who play favorites, are abusive 
or otherwise incite the resentment of 
their men. 

“Finally,” concluded Mahin, “I 
don’t think it is too harsh to suggest 
that you get rid of inefficient, margi- 
nal and disloyal workers. Such people 
often are frustrated and unhappy. It 
is these malcontents that the union 
organizer sees first.” 

Mahin suggested positive ways to 
align employes with you and your 
business. A primary aim is to inform 
employes of some of the “facts of 
business life.” This includes such topics 
as why your business operates the 
way it does; why the employes’ best 
job security is the success of the busi- 
ness; why the employe has every rea- 
son to expect continued fair treat- 
ment and good working conditions. 

To be effective, the attorney added, 
such a program cannot be a_ hop- 
skip-jump affair. The program should 
include regular meetings, letters or 
other contacts, all carefully planned 
and executed, so that every employe 
feels that he is a part of the business 
and why that which benefits the com- 
pany also helps him. 

When the union comes. Union or- 
ganizers, said Mahin, are experts in 
their jobs and shouldn't be underesti- 
mated, regardless of their appear- 
ance and tactics. They talk the em- 
ployes’ language, know his wants and 
play on his frustrations. The product 
they try and sell has strong appeal— 
more money, more benefits, shorter 
hours, better working conditions and 
social activities. 

“They will quickly find your weak 
spots in personnel and working con- 
ditions—the things you didn’t correct 
ahead of time,” advised Mahin. “They 
will drive their opening wedges at 
those weak points.” 

What do you do? 

The first thing to do, said the labor 
counsel, is to plan and conduct your 
counter-campaign under legal guid- 
ance. You must be sure you and your 
supervisors know what lawfully can 
or cannot be done. For example, you 
cannot ask employes whether or not 
they favor unionization, you cannot 
spy on union matters, threaten repri- 
sals or promise benefits to influence 

(continued on page 52) 
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employe decisions on union matters. 
You cannot discriminate or discipline 
employes for union activity or favor 
non-union employes without good 
business reasons. 

On the other hand, the unions can 
prod and legally inquire fully into the 
employes attitudes and activities and 
promise all kinds of benefits to win 
employe favor. 

Unless employers know and abide 
by the laws, they can be declared 
guilty of an unfair labor practice, 
which can cost them thousands of dol- 
lars in business. Until any complaint 
is adjusted, the Labor Board will not 
hold an election, which in itself can 
keep business in a labor turmoil for a 
year or more. 

Your advantages. Your natural ad- 
vantages are your close contacts, if 
good, with your employes over the 
years. The union is an outsider whose 
local agent may not be well regarded. 
In addition, the new amendments of 
the Taft-Hartley Act give you more 
freedom of action in persuading your 
employes to stick with you and gives 
you greater protection against union 
coercive tactics. 

For example, you can freely ex- 
press your views and arguments, so 
long as they contain no threats or re- 
prisal or promises of benefits to in- 
duce*“your employes to reject the 
union. 

“Bitter experience compels me to 
warn you that you may later be re- 
quired to prove that you ‘stayed within 
legal limits,” asserted Mahin. “It is, 


ma Ma 


therefore, most important legally to 
keep a written record of what you 
say and do. You should not talk to 
employes individually in your office. 
Talk to them in sizable groups. and 
from a carefully prepared manuscript 
which has been legally approved. 
Questions and answers and off-the 
cuff comments should be carefully 
noted at once. 

“Make effective use of letters to 
employes at their homes, but make 
sure they are legally approved. Unless 
the wife is advised of the true situa- 
tion and your reasons and arguments 
against unionization, she “ill not be 
prepared to plead your cause as well 
as she probably would like to do. 

“Repeatedly instruct your supervi- 
sors as to the legal limits of expres- 
sion. Insist that they make a written 
memorandum of any significant con- 
versations or incidents that occur. In 
most cases, it is a good policy to 
muzzle supervisors in respect to state- 
ments to employes.” 

Mahin advises dealers to assign a 
responsible man to keep a complete 
daily log of everything of conse- 
quence—speeches, letters, conversa- 
tions, statements of employes, etc. A 
camera should be available to record 
picketing, violence and other incidents. 
One exception: you can’t lawfully take 
pictures of employes merely receiving 
union literature. 

New amendments to the Taft-Hart- 
ley law also afford substantial pro- 
tection against union picketing for the 
purpose of forcing you and your em- 
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Should You Join Other Dealers or 
Go It Alone in Fighting Unions 


OUR DECISION whether to join 

other dealers in dealing with the 
union ar go it alone will be one of the 
most important, said Mahin. This de- 
cision Will’ not only affect your ability 
to resist union organization, but in deal- 
ing with the union later if it succeeds 
in organizing your employes. 

Another important reason is that it 
will determine whether your labor re- 
lations will be governed by federal or 
local laws. Dealers doing less than $500,- 
000 annual business will not be under 
federal laws unless they join with other 
dealers so that the aggregate business 
exceeds this amount. 

There may be rare circumstances, ad- 
mitted Mahin, when the individual deal- 
er might be better off 10 g6 it alone, This 
might occuf in a community in which 
unions are weak and non-aggressive and 
where the labor supply is adequate. - 

“I am convinced,” added Mahin, “that 
with few exceptions, a dealer's best 
chance of resisting union organization 
initially and later bargaining successfully, 
if he has to, is through cooperation with 
fellow dealers in the community. By 
joining together, dealers can successfully 
counter the union technique of “divide 

fees Gnatinn * ' 


and conguer” by playing one company 
against another. This is one of the most 
successful tactics of the Teamsters’ 
Union. 

Standard union technique, said Mahin, 
is to start with the weakest or most timid 
dealer and by picketing and strikes take 
over the town dealer by dealer. 

“Only by acting together as a group 
can dealers combine their strength in a 
common front and avoid this piecemeal 
union conquest,” asserted Mahin. 

Another reason for group action, he 
added, is that it tends to prevent weak 
or timid employers from throwing in the 
sponge and setting up an unreasonably 
high wage pattern. In addition, group 
action greatly strengthens the economic 
position of individual dealers in resisting 
organization and in bargaining, if neces- 
sary, later. 

The importance of this weapon is un- 
derlined in a Supreme Court decision in- 
volving the Teamsters’ Union. The 
decision held that if one member of an 
employer association is struck on issues 
involving all members, other members 
can lawfully close down. Thus, under 
this decision, employers can act together 
in dealing with unions. 
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ployes to accept the union as bargain- 
ing agent. If picketing starts, said Ma- 
hin, you should promptly check with 
your attorney to seg whether the cir- 
cumstances warrant Labor Board ac- 
tion. 

Demand for recognition. The union 
may demand recognition any time 
during its drive, but you need not 
recognize it without a secret election 
of your employes conducted by the 
Labor Board. Except in. unusual 
circumstances, Mahin advises dealers 
to insist on an election before recog- 
nizing a union. 

A petition for an election can be 
filed by an employer at any time after 
the union’s demand for recognition. 
It can also be filed by the union if the 
union can show, usually by signed 
cards, that 30% of the employes want 
union representation. 

The pre-election campaign is cru- 
cial. The union may picket your yard 
if there hasn't been a Board election 
within the past year. It will distribute 
reams of handbills, often bitterly at- 
tacking you and playing up the job 
benefits it promises. There may be 
extravagant claims, even outright false 
statements. Union spokesmen will often 
talk to employes in their homes. There 
may be violence. 

Your major object in the cam- 
paign, says Mahin, is to conduct an 
intelligent, aggressive and persuasive 
counter-campaign, under the guidance 
of a competent local labor lawyer. 

“If you don’t have one now, select 
an intelligent, industrious young law- 
yer and ‘groom him up’,” said Mahin. 
“There will be few occasions to con- 
sult a so-called ‘big-city expert.’ ” 

Other suggestions for this period: 
keep your supervisors and key people 
fully informed of your position and 
well under your control during the 
campaign; consider filing an imme- 
diate petition for an election; make 
two or three carefully-planned talks to 
employes to explain what is going on. 
You can legally ask them to report 
any threatening or coercive conduct 
by the union, but advise them that 
you cannot lawfully inquire into their 
personal views about the union or 
their activities in that regard. 

Talk to employes. Your talks can be 
on company time and property, points 
out Mahin, but your last talk must 
be at least 24 hours before the elec- 
tion, otherwise the election can be 
set aside. 

Caution: don’t overload your em- 
ployes with too much_ information. 
Save the basic arguments for your 
first talk with a development of these 
points later. Summarize your position 
in your last talk. 

Letters directed to the homes of 
employes should reiterate the key 
points in your talks. These should be 
directed to the wives as well as em- 
ployes, because wives tend to be 
against strikes and picket lines. Give 
them the facts and arguments for 
your position. Explain that an em- 
ploye who does not favor the union 

(continued on page 42) 
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FOR YOU WHO USE CASH REGISTERS: 


MONROE = SWEDA 


makes 
sense... 
and 
savings! 


You’ve heard about Sweda cash registers. They’re 
the smaller, faster, quieter registers that are ringing 
up such a happy story of performance for so many 
of this country’s smart, big retailers.’ And for so 
many smart, small retailers. 

Yes, these gems of Sweda design and metal- 
working have made news in the 10 short years 
since they first brought American retailers a new 
concept in cash registering. And now they have 
made the biggest news of all. 

Sweda Cash Registers Inc., the American sales 
organization for Svenska Dataregister, Stockholm, 
has joined Monroe Calculating Machine Co., world's 
biggest producer of calculating machines and man- 
ufacturers of adding, accounting, and data process- 
ing machines and electronic computers. 

At any stage of Sweda’s explosive post-war 
growth in this country, the combination of the 
Sweda cash register with Monroe’s experience in 
U. S. markets would spur the attention of American 
businesrmen. They stand to benefit from the inex- 
orable demands of competition. 

But now, at a time when cash registers are be- 
coming more and more the original input device in 
data processing systems that render automatic a 
store’s entire sales and inventory accounting, the 
formation of this new association opens important 
avenues of profit in tomorrow’s retailing. 

Already, Monroe has designed and delivered a 
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new system, Distributape, which links cash regis- 
ters in branch stores in a retailing chain? with an 
electronic computer in the head office. This impor- 
tantly speeds sales analysis, transfers store per- 
sonnel from record-keeping to selling and helps the 
buying public to get what it wants when it wants it. 

Already, Sweda has become the world’s second 
largest producer of cash registers. 

Already, the demand for Sweda’s registers 
in this country has outpaced Sweda’s ability to 
deliver them. 

Now, in concert, Monroe and Sweda can be 
expected to accomplish two things: Build, install 
and service better cash registers at less cost right 
now for all retailers, of whatever size, and bring 
at accelerated tempo the profit-swelling benefits of 
automation to the many retailers who need it. 

Detailed information on the swiftly expanding 
use of Sweda cash registers may be obtained from 
Sweda dealers all over the United States and in 
principal cities throughout the world or from Sweda 
Cash Register Inc., 7313 No. Harlem Avenue, 
Chicago, 31. 


1. Safeway Stores, Inc. 
The Kroger Co. 
American Stores, Inc. 
Walgreen Drug Stores 
and others 


2. W. T. Grant Company (H A DIVISION OF LITTON INDUSTRIES 
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and fails to vote, in one sense, votes 
for the union. Also explain that signing 
a card for the union does not require 
that they vote for the union. 

Give evidence of fair wages, job 
security and special benefits you have 
offered like bonuses, favorable deals 
on building materials, work in slack 
times, etc. 

The high cost of union dues, sur- 
render of personal decisions to out- 
side union agents and the loss of con- 
trol over their regularity of work are 
topics employes should know about. 
You may legally call attention to the 
bad record of union labor for violence 
and fraud as revealed by the Mc- 
Clellan hearings. 

“Your references to such matters,” 
cautions Mahin, “should be temperate 
and factual. Handled carefully, this 
union record may be your most tell- 
ing argument with level-headed em- 
ployes. 

“It is legally essential that your 
house be put in order before the 
union gets its foot in the door. After 
a union demands recognition, you 
can change wages and working condi- 
tions only at the risk of being found 
guilty of an unfair labor practice, if 
the union in fact represents a majority 
of employes.” 


preparation. The first 
step is to study your opponent. Many 
of the international unions, points out 
Mahin, have developed trained nego- 
tiators who bargain for local affili- 
ates. Many of these men are college- 


trained and all have had years of 
schooling in union policies and bar- 
gaining techniques. Find out all you 
can about the agent assigned to your 
employes—his background, reputa- 
tion, etc. 

Study the union itself. By learning 
all you can about its contracts, you 
can determine the relative importance 
of various issues to the union. (A 
sample contract should be available 
from your association for inspection.) 
Find out the union’s strike record; 
some unions strike on slight provoca- 
tion, some will be guided by the wishes 
of employes, others will not. 

All this information, emphasizes 
Mahin, will be invaluable should you 
have to decide whether or not to 
take a strike. If dealers in the area 
do not bargain collectively, as rec- 
ommended, Mahin recommends a 
two-man team consisting of the top 
company executive and a labor ad- 
viser. 

Other points. Limit grievance pro- 
cedure to the construction and inter- 
pretation of the contract. Require 
grievances in writing and place a time 
limitation on filing. Try for a_ no- 
strike clause in your contract, gen- 
erally acceptable if arbitration is 
stipulated. 

Mahin suggests arbitrators in the 
following order: 

1. Federal or state judge. 

2. A three-man panel; one selected 
by your dealer association, one by the 
union and a third by the first two. 

3. A man designated by the Ameri- 
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Why Some Employers Favor Unions 


Although the majority of employers oppose union unionization, some accept 


it voluntarily for the following reasons: 


1. Easier than fighting a union. Many unions offer favorable “first contracts” 


as an inducement. 


2. In some areas unions provide good sources and sometimes the only 


sources of qualified workers. 


3. In some situations, the employer may feel that a union label or a favorable 
listing may help gain acceptance of his products. 

4. Some employers believe that a cooperative union with responsible leader- 
ship can improve employe relations through orderly adjustment of grievances, 
maintenance of discipline, production efficiency and like matters. 

5. Some employers also feel that since union organization is inevitable, it is 
desirable to get in on the ground floor with a “good” union rather than a “bad” 
one and build up a sound working arrangement with that union. 


can Arbitration Association. 

4. A man selected from a group 
proposed by the Federal Mediation 
and Conciliation Service. 

Request to bargain. Even after the 
union is recognized as the bargain- 
ing agent for your employes, you have 
no obligation to bargain until the 
union makes a clear, unequivocal re- 
quest to do so. When that happens, 
the Statute requires that you meet 
with the union at reasonable times 
and bargain in good faith. 

Bargaining usually takes place in a 
neutral location. Initial meetings are 
often a week or so apart. It is not 
necessary to meet all day or to hold 
night sessions. 

“It is most desirable,’ advised 
Mahin, “that there be sufficient spac- 
ing between meetings to let you get 
some rest and make adequate prep- 
aration for later meetings.” 

Caution: avoid a “bonanza” con- 
tract in which you give all possible 
benefits on the theory that this will 
handle the problem for years. As one 
old line company negotiator has said, 
“If you give them your shirt today, 
theyll be back after your pants to- 
morrow.” 

Suggestion: bargain up from what 
you are now doing, rather than down 
from what the union proposes. This 
keeps the burden of proof where it 
belongs—on the union. 

“Insist that the union demonstrate 
first what is wrong with existing con- 
ditions,” says Mahin. “Let them 
prove that the increases or other 
changes it asks for are fair and neces- 
sary. Try and get your contract pro- 
posal on the table as the basis of 
bargaining. Insist on a full explanation 
of every union demand and_ their 
reasons for it. 

“By working from your own docu- 
ment, the union can easily and with- 
out loss of face forget about unes- 
sential provisions in its own proposal. 
Try not to lead the union into argu- 
ment until you have had adequate 
time to get. your explanations and 
full reasons across to the union.” 

Accept a strike? The strike strategy 
is the constant threat behind union 


demands, Mahin points out. 

“When an employer can’t take a 
strike or is afraid to take a strike and 
by his attitude and actions: lets the 
union know it, he is lost. On the 
other hand, an employer’s ability and 
willingness to take a strike may be 
his greatest bargaining strength. 

“In the face of unreasonable de- 
mands,” Mahin advises, “a strike may 
be your best strategy, particularly 
where you are bargaining through an 
association where the combined eco- 
nomic force of all cooperating deal- 
ers can be brought to bear on the 
union. 

“If you take a strike successfully, 
it usually strengthens your bargain- 
ing position and lessens the chance of 
future strikes. Many companies with 
successful labor records are resorting 
increasingly to the ‘stand-pat’ princi- 
ple in strike situations. The object is to 
convince unions and employes over 
the years that they will not gain any- 
thing by striking. 

“By building a reputation of giving 
the maximum offer before a strike— 
and giving nothing more to settle— 
there is established a strong deter- 
rent to future strikes. The worst pos- 
sible action is to take a short strike, 
then give everything to settle.” 

Avoid __ retroactive agreements, 
cautions Mahin. These can serve to 
keep your yard in a state of labor 
turmoil and unrest for many months. 
If the union knows that a contract 
will not be retroactive, there will be 
a strong incentive by the union and 
employes to settle promptly. 

While your state and national as- 
sociation can help you by providing 
sample contracts and other materials, 
Mahin advises dealers to avoid state 
and regional associations as official 
bargaining agents because of the de- 
sirability of avoiding state or even 
inter-community wage and working 
practice patterns. 

“In most situations,” Mahin ad- 
vises, “it is desirable for dealers to 
handle their own union relations col- 
lectively through local dealer associa- 
tions, which may be organized and 
operated solely for this purpose.” 
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_ NRLDA EXPOSITION REPORT 





DEALERS LEARNED what women cus- 
tomers think of them from a survey 
made by LOOK Magazine and re- 
vealed at jam-packed session. Partic- 
ipants in the Exposition session in- 
cluded (I. to r.) James Brehony, 
LOOK's building products marketing 
director; president Hugh M. Peter, 
Peter Lbr. Co., Pleasantville, N. J., 
Robert A. Jones, the clinic's program 
manager; Carolyn B. Nettleton, Cov- 
ington, Va., clinic chairman and Art 
Hood, chairman of American Lum- 
berman's editorial board. 


There's a Woman in Your Future 


* The majority of all sales in the new home and remodeling 
markets generate with the housewife, dealers told. 


* But clinic reveals that most women have a low opinion of 


lumberyard salesmen. 


ee ATCH THAT WOMAN SHOPPER and pamper 

her buying whims, It will pay off in big dividends,” 
chairman Carolyn B. Nettleton told a standing-room-only 
audience at the “Mr. Dealer, LOOK in the Mirror” break- 
fast clinic. 

“She's inquisitive, she’s sensitive and she may not be 
quite sure a certain shade of green is what she really 
wants, but she’s worth every minute of your attention,” 
Miss Nettleton said. “Who dreams of a new home or a re- 
modeled kitchen, who is first to know when the roof begins 
to leak and who knows better than the woman in the home 
how much additional expense the family budget will stand?” 
the prominent lady dealer asked. 

“She can be our greatest partner in business, if we will 
only let her,” Miss Nettleton replied. 

But what really happens when a woman shopper visits a 
lumberyard? 

In a slide film and tape recording presentation, dealers 
heard and saw the results of a secret shopper survey reveal- 
ing how they look to the woman customer. LOOK Maga- 
zine, which conducted the survey as an industry service, 
sent professional women shoppers into lumberyards in 10 
cities to ask questions about products and applications. 

Their findings proved startling. Here’s why: 

Is this you, Mr. Dealer? One woman shopper actually 


was advised by a “woman-hating” dealer to “Forget about 
buying roofing now until your husband returns from his 
business trip. Lady, if I sell you some roofing now, he will 
only return it to us as soon as he gets back home.” 

Another woman shopper bucked heavy traffic in her 
automobile to reach a yard’s parking lot in the rear of the 
store, only to see a sign reading, “This Parking Lot Is Re- 
served for Use by Salesmen Only.” 

One woman shopper was asked to look around the store 
until a salesman returned from luncheon about | p.m. A 
few minutes after 1 p.m., she was told the salesman had 
phoned to say he would not return that afternoon. 

Assisting chairman Nettleton, who is secretary-treasurer 
of C. B. Nettleton, Inc., Covington, Va. and first vice- 
president of the Virginia Building Material Association, on 
the breakfast program was C. Albert Stephan, vice-presi- 
dent, Peter Lumber Co., Philadelphia; James Brehony, 
LOOK Magazine’s building products marketing director; 
and Robert A. Jones, executive vice-president of Middle 
Atlantic Lumbermen’s Association, program manager. 

“This meeting points up certain fundamentals that we 
should always keep in mind,” said Art Hood, chairman of 
American Lumberman’s editorial board, who was asked to 
summarize the highlights of the session. “The No. 1 obli- 
gation of management is to make a net profit in business. 


56 December 7, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Net profits come from profitable sales and profitable sales 
are made to ultimate consumers. The dynamic force in the 
ultimate consumer market is the woman, the housewife or 
homemaker, as she prefers to be called. 

“The majority of all sales in the new home and home im- 
provement market generate with her,” Hood added. “The 
homemaker is our greatest sales-generating power. If any 
lumber dealer will look into his crystal ball, he will see a 
woman in his future. 

“Women are not interested in materials,” Hood reminded 
listeners. “They are primarily interested in the end-use of 
materials. If we talk to a woman customer about the end- 
uses of a product, she will listen and she will buy. 

“There is no such thing as a nuisance sale in a lumber- 
yard,” Hood continued. “If we take care of the woman buy- 
er who wants a small item today, she will return tomorrow 
for a remodeled kitchen or some other big-ticket item for 
her family. 

“Nor should we overlook women as employes in the lum- 
beryard,” Hood advised. “Women like to do business with 
women and it has been demonstrated repeatedly in the sale 
of non-technical items in the lumberyard that saleswomen 
not only hold their own, but in some instances do an even 
better selling job than the salesmen. 

“This whole program has emphasized the necessity of a 
dealer organization holding a spirit of service to the family 
consumer as a basic attitude and then implementing it 
fully,’ Hood concluded. 

Dealer response to the audio-visual presentation was pin- 
pointed by Mrs. Tom A. Nowlen, co-owner, Nowlen Lum- 
ber Co., Benton Harbor, Mich., who told American Lum- 
berman’s reporter: 

“In a few minutes we've heard the things and seen exam- 
ples of the teachings we strive to pass on to our salesmen. 
Now we have an ideal package to take home and show to 
our sales people. This is a wonderful working plan, which 
adequately demonstrates actual customer’s needs in a retail 
lumberyard.” 

Bookings available. “Mr. Dealer, LOOK in the Mirror” is 
available on tape and slides for presentation at regional and 
sales meetings by dealers, dealer associations and manufac- 
turers. For an advance booking of the audio-visual survey, 
write to Jim Brehony, Dept. AL, Building Products Mer- 
chandising Manager, LOOK Magazine, 488 Madison Ave., 
New York, N. Y. 


What Women Like in Lumberyard 


I . Ww. 


NEW HOME PLANNING CENTER (14’ x 36’) is a feature of 
Heabel's remodeled Builder's Department Store, Cedar Rapids, 
lowa. Home-planning literature of various kinds is found on 
racks attached to the walls of perforated hardboard. Larger 
sample books are found on the table. Attractive planters 
separate the home planning center from the drafting depart- 
ment in the rear. 





New Sales Training Film 


On Package Selling 


ELLING THE WHOLE PACKAGE, the sec- 

ond completed slide‘ film in NRLDA’s new 

sales maker series, was the highlight of the break- 
fast session on sales training. 

A capacity crowd of 800 was shown how Deal- 
er Sales Control is achieved by following four sim- 
ple principles and always selling the whole pack- 
age, not individual products. As outlined in the 30 
minute sound and color film these are: 

* finding out what the customer wants and satis- 
fying his needs. 

* really having and understanding a variety of 
financing plans, the real “sales multiplier." 

* being ready to recommend and sell the services 
of local, reliable contractors. 

* fully explaining to a prospect how to do the job 
when he needs help. 

During the summary of the film the importance 
of following each step was stressed with the final 
outcome being stronger dealer control of the sale. 

The film was introduced by Earl Hadland, gen- 
eral merchandising manager, Masonite Corp., 
which prepared and paid for the new training tool. 
A previous slide film was by the U. S. Gypsum 
Co. and a third will soon be produced by Kaiser. 
All six films will become available in 1960. 

Hadland said that while the business looks good 
in the booming 60’s it still will be pretty. much up 
to the individual businessman to get his share of 
the market. He anticipates keen competition 
among lumber dealers and from other retailer 
bidding for the consumer’s dollar. 

“It’s rather evident,” Hadland remarked, “that 
we have solved our production problems. We can 
turn out all the products we need for our. booming 
population in this country. The decade ahead will 
be mostly concerned with selling, merchandising 
and promotion. Putting more trained salesmén ,on 
the firing line is our biggest challenge.” 

Robert A. Dean, Sr., Red Mill Lumber Co., . 
Traverse City, Mich., was chairman of the meet- 
ing. Donald Moe, secretary, Michigan Lumber 
Dealers Association, was the program manager. 

Dean outlined the changed market facing Jum- 
ber dealers today from new forms of competition 
and the many new lines of merchandise now being 
added in the yard. It was his feeling that intensive, 
sales training was the key to a brighter future for 
the retailer. To illustrate his point he called on 
Martha and John Nowells, Nowells Lumber Co., 
Rochester, Mich., to show the right and wrong 
way to make a sale. 

Following the skits, Howard A. Smith, sales 
training manager, Curtis Companies, ticked off 
the six points demonstrated. For more sales he 
suggested: 1. a neater, cleaner store and sales per- 
son 2, a more courteous attitude toward the cus- 
tomer 3, a helpful viewpoint to the prospect 4, the 
use of simple language in talking to consumers 5, 
asking questions to determine customer needs 6, 
more talking up of benefits to the prospect, rather 
than product features. 

At the conclusion of the meeting a complete list 
of manufacturers offering sales training:he}p -was; 
distributed. Complied by NRLDA,,it was.said to 
be the first tested list of training sourges. 
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Premotion clinic proves . . . 


Dealers Are Master Sellers 





NRLDA EXPOSITION REPORT 





Successful dealer promotions to homeowner and contractors 
described by men who planned and executed them. 


IVE DEALERS who have staged 

outstanding promotions rted 
on them to a S.R.O. audience of deal- 
ers as part of the NRLDA clinic, 
“Promotions That Sell Like ’60.” 
Here’s what they did: 


* Mt. Clemens (Mich.) Lumber Co. 
completely modernized an old house 
which brought “sales success beyond 
our wildest dreams.” 


* Davidson's Southport (Ind.) Lum- 
ber Co. created promotions with con- 
tractors that boosted sales from $2.2 
million in 1957 to an estimated $3.2 
million this year. 


* Causeway Lumber Co., Fort Lau- 
derdale, Fla., promoted an open house, 
which resulted in a 30% boost in 
walk-in and cash sales in addition to 
other benefits. 


¢ Lester's, Inc., of Lester Prairie, 
Minn., built a huge and profitable 
packaged farm building program by 
promoting new ideas to farmers. 


* W. R. Shaw Lumber Co., St. Paul, 
Minn., joined with 11 local competi- 
tors in a giant display and selling cen- 
ter at St. Paul’s annual Home-A-Rama 
home show. 


Home im ement. “It wasn’t so 
long ago we'd turn modernizing leads 
over to a contractor, who would sell 
the job and then ask us for a dis- 
count,” said lumberman Nate Litvin, 
reporting on his firm’s “White Ele- 
phant” house promotion. 

“We decided to get completely into 
home improvement, realized our dis- 
play space at the store was inadequate 


INTENSE INTEREST by dealers 
in the reports of successful sales 
promotions by their fellow 
dealers is evident in this view 
of the SRO attendance at the 
8 a.m. convention session. 








for this, so we bought an old house to 
fix up for a selling center,” he said. 
“As a result of the planning that we 
did, we now sell 25% of all our re- 
modeling leads. On the first day our 
modernized White Elephant house was 
open to the public we developed 17 
firm leads from which we wrote $11,- 
000 in orders. 

“Five months after the house was 
opened to the public, our total busi- 
ness was up 31% over a year ago,” 
Litvin said. 

Litvin gave much credit for his suc- 
cess to the merchandising staff of 
LIFE magazine which has produced a 
manual for lumber dealer use in set- 
ting up for promoting and selling 
home modernizing. 

Selling contractors. “We try to at- 
tract the house prospect to us by lo- 
cal newspaper, radio and billboard ad- 
vertising,” said Southport Lumber’s 
M. W. Boeke. “This enables us to 
bring them to our contractor-custom- 
ers and control the sale more effec- 
tively. We're even selling materials to 
three contractors who are building 
National Homes’ prefabs. Our sales- 
men do all they can to help contrac- 
tors. We help them hold open houses, 
we prepare promotional literature for 
them, prepare specifications for FHA 
and VA and prepare plans for them. 

“Credit is our most potent sales 
tool,” he said. “Our accounts receiv- 
able hit $1 million in 1958. Our credit 
manager is a financial counsellor for 
our contractor-customers. 

“Our plan service consists of more 
than just drawing plans,’ Boeke add- 
ed. “It’s a real engineering service and 
all our salesmen are qualified to draw 





plans. We use the J-M unit estimating 
system so that in one hour or less we 
can give a builder a complete break- 
down, accurate to within 2%-4%.” 

Delivery service from large and di- 
versified inventory is a vital selling 
service, Boeke continued. The firm 
now operates 10 trucks, all with roller 
beds, expedites yard handling with 
power equipment and now is contem- 
plating adding radio dispatch to these 
units. 

As a device to begin selling to pre- 
viously un-sold contractors, Southport 
offers pre-hung doors, installed in the 
contractors’ houses, on a low firm 
price. 

“We'll sell 6,000 door units and in- 
stall them for contractors this year,” 
he said. 

Also a line of prefinished kitchen 
cabinets and a line of aluminum win- 
dows on an installed basis is offered 
at promotional prices. The jobber of 
the aluminum windows carried the in- 
ventory and does installation, per- 
mitting Southport Lumber to act as a 
sales agent. 

“This makes a low mark-up possi- 
ble,” he explained. 

The firm is fabricating Lu-Re-Co 
building components and is selling 
them to three large volume prefab 
contractors in the area. 

“It seemed to us the small contrac- 
tor was being squeezed out, so we set 
out to do all we could to help him stay 
in business and to sell him 100% of 
his needs,” Boeke explained. “We 
think these services, and especially Lu- 
Re-Co, are better for us than develop- 
ing land for contractors.” 

Grand opening. Gene Whiddon, 
Causeway Lumber Co., Fort Lauder- 
dale, Fla., told step-by-step how his 
firm put on a grand opening after hav- 

(continued on page 73) 














NEAR BLOWS WERE EXCHANGED when dealer and manufac- 
turer clashed over alleged distribution policy. Norwell Roth, 
left, Pleasant Lake (Ind.) Lumber Co., is the dealer and Robert 


The Question’ 


Mock investigating com- 
mittee delves into distri- 
bution problems for the 
amusement (and educa- 
tion) of NRLDA audience. 


Wholesaler is literally 
caught ‘‘in the middle" 
during the drama. 


It was all good clean 
farce. And there's a 
chance that it might have 
made some in the audi- 
ence better understand 
the other fellow's view- 
point. 


Turn page for more pictures 





ia 


Pence, Custer Lumber Co., Marion, Ind., is the ‘‘manufacturer” 
in the cast. Caught in the middle is ‘‘wholesaler’’ Richard J. 
Dye, Standard Lumber Co., Hammond, Ind. 


NRLDA EXPOSITION REPORT 


“Sorry, Senator, But | Didn't Get 


MORE PEACEFUL MOOD prevailed at witness table when this picture 
was taken. 


SENATE INVESTIGATING COMMITTEE empaneled by NRLDA quizzed 
witnesses on various aspects of their operation. Left to right: Harold 
Henderlong, Henderiong Lumber Co., Crown Point, Ind., Wm. F. 
Foley, Belleville Lumber & Supply Co., South Bend, Ind., committee 
chairman; Atty. Philip S. Kappes, Indianapolis, committee counsel; 
Harry Frey, Frey Bros. Lumber Co., Michigan City, Ind. 
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SENSATIONAL 
‘FREE GOODS 


OFFER ia snres ine 


YOU MORE THAN DOUBLE YOUR MONEY! 











MIRACLE 
BLACK MAGIC 
ADHESIVE 























YOUR SPECIAL BONUS PACKAGE CONTAINS: 





1 display (12 Tubes 27/4 oz.) 





4 extra 2% oz. ($.59 retail) Tubes... FREE 
P [J 16 Tubes 2% oz. Sell for $9.44 
Costs you $4.25 





YOUR PROFIT | A SENSATIONAL 


$5.19 | S5z..,, 








as their fastest selling item. Customer ac- 


a sensational 55% profit on Brite Magic and 
Black Magic. Reported by store after store 
| ceptance and enthusiasm increasing! 





Easy-to-use nozzle for neater, 
faster application! 
Dramatic, eye-arresting display. 





BACKED BY BIG ADVERTISING CAMPAIGN! 





MIRACLE ADHESIVES CORPORATION 


250 Pettit Avenue, Bellmore, Long Island, New York 
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| SORRY, SENATOR 


(begins on page 59) 





TEXAS DEALER TAKES “FIFTH” and stalks off witness stand 
with a Texas ‘‘fifth’’ in his brief case. 





Retailers 





CHART ILLUSTRATED important distribution role played by 
wholesaler. Other charts dramatized other segments of the 
distribution system. 





SRO AUDIENCE watched performance and took copious notes 
during the show, which was tape recorded. Production was 
written, produced and directed by Robert L. Craft, executive 
secretary, Indiana Lumber and Builders’ Supply Association. 
Cast has offered to perform for state and regional conven- 
tions. 
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SCALE MODEL of the recently opened store of C. B. Nettleton 
Co., Covington, Va., is examined by group of dealers. 


NRLDA EXPOSITION REPORT 





ON-THE-SPOT CONSULTATION on dealers’ individual store 
planning proklems was offered by experts. 


Better Store Design Wins Converts 


‘Building Center Stores'’ featured at Exposition are tied to Dealer 


Sales Control and home planning by dealer. 


“There’s a great up-surge of interest 
among dealers in new stores and sell- 
ing centers,” says Chicago architect 
James N. Lindenberger, commenting 
on dealers’ interest in the Store and 
Yard Planning Center at the Cleve- 
land convention of NRLDA. 

Displayed in the Store and Yard 
Planning Center were complete archi- 
tectural drawings of six modern lum- 
beryard stores: Diamond National’s 
supermarket at Concord, Calif.; C. B. 
Nettleton’s Builders Department Store 
at Covington, Va.; Dawson’s Broad 
Ripple Lumber & Supply Co., Indian- 
apolis; Ingalls Lumber & Supply Co., 
Middletown, Md.; Seibert, Inc., Lan- 
caster, Penna.; and Standard Building 
Center, Appleton, Wis. 

Home planning centers, package 
selling displays and facilities, _self- 
service areas for hardware and build- 
ing materials and other modern show- 
room trends also were featured. 

Lindenberger, nationally-famous de- 
signer of one-stop Home Center stores 
for retail lumber dealers and architec- 
tural consultant to American Lumber- 
man, was in charge of the Store and 
Yard Planning Center. He was assist- 
ed by his staff of architectural and en- 
gineering specialists. 


Articles on some of the showrooms 
featured at the Exposition appeared in 
the Nov. 9th issue of A.L. Other Lin- 


denberger-designed stores will be fea- 
tured in January issues of this maga- 
zine. 


ARCHITECT LINDENBERGER, center, facing camera, meets with group of 
dealers seeking aid in store and yard planning. 
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Specifications and Market Data on Products You Can Sell 


new PRODUCTS 


NRLDA 
EXPOSITION 
REPORT 


Dealers See What's New 


AMONG THE EDUCATIONAL FEATURES of every NRLDA Exposi- 
tion are the product exhibits. There were more exhibits than ever be- 
fore at this year's show and an array of new and improved products 
for dealer selection. Some of the new lines are pictured below being 
viewed by visiting lumbermen. More products shown at the Exposi- 
tion will be featured in your next A. L. issue. 


Announces 19 New Colors for 1960 


Manager Jacque Brown (left) of Walter H. Stinebaugh, Inc., 
Wapakoneta, Ohio, retail lumberyard and owner Walter H. 
Stinebaugh (center) are shown for the first time 19 new colors 
in the Formica line by the manufacturer’s sales promotion 
manager Reg Bradford (right). 

Called Candle Glo, the soft, new colors in Formica laminat- 
ed plastic include frost, lime parfait, almond parfait, caramel 
bonbon, mocha bonbon, mint bonbon, tidestone, prima vera 
picwood, rosewood picwood, teak picwood, macassar ebony 
picwood, champagne sequin, umber, cocoa, celadon, antique 
white, champagne, azure and signal red. 

Market data. Suggested retail price of Formica in the 19 new 
colors is 85¢-95¢ per square foot. The new color line now is 
available from 127 Formica distributors. It is offered in a six- 
pack, including six sheets to the package. It is an ideal item 
for sale te both contractors and consumers. Dealer sales aids 
include a Formica Selling Center display, including literature 
and samples. Formica Corp., Sub. of Cyanamid, Dept. AL, 
4614 Spring Grove, Cincinnati 32, Ohio. 

Circle No. 201 on Handy Cover Card 


Introduces 11 Decorator Escutcheons 


Marie Bennett, now executive secretary of Tylanders, Inc., 
West Palm Beach, Fla., and formerly executive secretary of the 
Florida Lumber ‘and Millwork Association, admires 11 new 
decorator escutcheons shown to her by R. S. Bercow, director 
of sales aids, Yale & Towne’s lock and hardware div. 

The new line of escutcheons may be used with any knob de- 
sign in Yale’s 5200 and 5300 key-in-the-knob type residential 
locksets and with some of the company’s heavy-duty 5400 
series. Homeowners may make many combinations to provide 
striking decorative accents on interior and exterior doors. 

Market data. The 11 new escutcheons of brass and bronze 
are available in striking designs from distributors. They are 
individually packaged in envelopes and are ideal items for 
both consumer and contractor sales. Dealer sales aids include 
literature, which will be available January 1. The Yale & 
Towne Mfg. Co., Lock and Hardware Div., Dept. AL, White 
Plains, N. Y. 

Circle No. 202 on Handy Cover Card 
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S AtuMinuM LoUvERS 


Aluminum Louvers Provide 
Economy in Construction 


Dealer and Mrs. Russell Adomatis 
(left), Builders’ Lumber Co., Indianap- 
olis, Ind., inspect new aluminum louvers 
shown to them by M. E. Sheid, com- 
modity advertising manager of U. S. 
Gypsum. 

Called Vent-A-Ridge, the new louver 
is specifically designed to provide a cool- 
er attic in summer and a warmer attic 
in winter. It fits any type of pitch roof 
construction. It eliminates cutting and 
framing openings and ridge shingles and 


Li s we a> 


installs in minutes. Simply leave 142” air 
gap at the ridge and cover with Vent-A- 


Available now direct 
from maker or from distributors, this 
new Home Comfort Products item is pri- 
marily an item for contractor sale. There 
is no minimum dollar investment for a 
dealer, who may order Vent-A-Ridge as 
he needs it in 8’, 9’ and 10’ lengths. 
A vinyl connecting plug forms a per- 
manent seal and permits the compound- 
ing of Vent-A-Ridge to any desired 
length. Dealer sales aids include samples 
and literature. U. S. Gypsum Co., Dept. 
AL, 300 West Adams, Chicago 6, III. 

Circle No. 203 on Handy Cover Card 


Bird System Prevents Termite 
and Moisture Vapor Damage 
Manager John J. Luecke (upper right), 
Riemeier Lumber Co., Cincinnati, hears 
advertising manager Leonard Niese dis- 
cuss the merits of materials compris- 
ing his firm’s Termite Prevention System. 
The Bird System includes a satisfac- 
tory vapor barrier in addition to insecti- 
cides which kill termites and ants. The 
installation of a simple vapor barrier will 
not prevent the entry of termites through 
tiny cracks and openings around pipes in 
concrete slab or masonry work, says 
maker. Crawl spaces also require a vapor 
and termite barrier. Wooden sills and 
supports for porches are excellent termite 


fodder and must be protected. 

Upon completion of the installation of 
the Bird Termite Prevention System, a 
guarantee is provided: 

Market Data. Materials comprising the 
Bird System include Bird Termibar Ter- 
mite and Vapor Barrier, Bird Termibar 
Caulk and Bird Termite Killer. Avail- 
able now from building materials’ whoie- 
salers, the system is primarily designed 
for contractor sale. Dealer sales aids in- 
clude_a model home display and litera- 
ture. Bird & Son, Inc., Dept. AL, Wash- 
ington St., East Walpole, Mass. 

Circle No. 204 on Handy Cover Card 


Simpson Develops Six Lifecoat Products 


A new line of factory-primed redwood sidings was intro- 
duced to lumber dealers at the NRLDA Show. Vice-president 
Bob Laird, Blue Diamond Lumber Co., Battle Creek, Mich. 
and Mrs. Laird were photographed while learning advantages 
of the new sidings from K. E. Merrill (right), Simpson’s re- 
gional sales manager in Cleveland. 

The sidings are being marketed under the trade name of Life- 
coat and are available in five colors and a water-repellent treat- 
ment. Tests show the cost of finishing Lifecoat Redwood Siding 
is up to 40% lower through savings in time, labor and paint, 
maker says. The Lifecoat finishes are available in all standard 
redwood patterns. 

Market data. Lifecoat Redwood sidings are packaged in 
moisture-resistant, dust-tight polyethylene coated paper. Ideal 
as items for both consumer and contractor sales, the sidings 
now are available from 300 distributors. Dealer sales aids in- 
clude brochures, ad mats and envelope stuffers. Simpson Red- 
wood Co., Dept. AL, 1031 White Bldg., Seattle, Wash. 

Circle No. 205 on Handy Cover Card 


Has New Adaptation for Standard Cabinets 


Big attention-getter at the NRLDA Show was a Nevamar 
Carefree Kitchen showing an adaptation of standard cabinets 
in a circular installation. Every usable surface, inside and out, 
is protected with Nevamar, a high-pressure laminate available 
in more than 70 different colors and patterns. 

In the photograph above, the manufacturer’s sales manager 
M. Clarke Reed, Jr. and Nevamar Carefree Kitchens dealer 
Charlotte Clark, Chardon Kitchens, Detroit, are shown discus- 
sing the merits of the circular installation in Nevamar’s high- 
style exhibit. 

Market data. The entire kitchen unit now is available to 
dealers direct from the maker. It is an item for both contractor 
and consumer sales. A retail markup on cost of 100% is avail- 
able to lumber dealers. Sales aids include literature and price 
information. Cooperative advertising allowances ane ~ avail- 
able to dealers. Nevamar Carefree Kitchens, Dept. , Oden- 
ton, Md. 

Circle No. 206 on Handy Cover Card 
(For more new products, see page 64) 
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Dealers See What's New at NRLDA Exposition 


(begins on page 62) 





Door Installs in Just 30 Minutes 


Co-owner H. H. Lott, City Lumber Co., Winona, Miss. and 
president of the Mississippi Retail Lumber Dealers’ Assn., ad- 
mires new Minerva aluminum storm door shown to him by 
manufacturer’s sales manager Hank Reto (left). 

The new prehung aluminum door has a unique clip arrange- 
ment that fastens Z-bar to door. Clips insure perfect clearance 
dimensions that are easily removed, leaving no holes or imper- 
fections in door frame, maker states. The door is equipped 
with pushbutton latch, completely eliminating the need of a 
strike plate installation. The latch closes directly on Z-bar. 
Sixteen welds make the storm door one solid piece of metal. 

Market Data. Suggested retail price of the Minerva door is 
$37.50. It is available direct from maker. It is packaged two 
doors per carton. Minimum dollar investment for a dealer is 
the price of two doors. The doors also are available for delivery 
via Minerva truck. It is an ideal item for both consumer and 
contractor sales. Dealer sales aids will be available February 1. 
Minerva Aluminum Co., Dept. AL, Minerva, Ohio. 

Circle No. 207 on Handy Cover Card 





Vina-Lux 800 Series Announced 


Manager Eddie Black, Kingsway Lumber Co., Ltd., Toronto, 
Ont., learns about a new vinyl asbestos tile with color-chip 
styling throughout the full thickness of the tile introduced at 
the NRLDA Show by Azrock Floor Products from the firm’s 
sales service department manager Thomas B. Grover, Jr. (left). 

To be known as the Vina- Lux 800 Series, the new line is 
available in six popular colors in 9” x 9” size, 4%” thickness. It 
is designed to meet the style and service requirements of heavy 
traffic areas. It may be installed over concrete; on, above, or 
below grade or on felt over wood subfloors, says maker. 

Market data. Azrock’s new vinyl asbestos tile plant makes it 
possible to market the 800 Series at no extra cost, maker 
states. Available now from distributors, the tile is an ideal item 
for sale to both consumers and contractors. Dealer sales aids 
include literature and samples. Azrock Floor Products Div., 
Uvalde Rock Asphalt Co., Dept. AL, P. O. Box 531, San An- 
tonio 6, Texas. 

Circle No. 208 on Handy Cover Card 


Celotex Fissured Roof Slab 

Lumber dealers at the NRLDA Show 
saw for the first time The Celotex Cor- 
poration’s new fissured roof slab pointed 
to by model Daisy Hartzler in photo at 
left of a section of the firm’s high-style 
exhibit. 

The new Celotex Fissured Roof Slab 
adds the fourth value of sound condi- 
tioning to modern structural insulated 
roof deck, maker announces. 

Market data. Celotex Fissured Roof 
Slab now is available from 250 distrib- 
utors. It is packaged two pieces to a 
bundle face-to-face to protect the prod- 
uct’s finished surface. It is primarily an 
item for contractor sale. There is no 
minimum dollar investment for a dealer 
who may purchase it as he needs it. 
Dealer sales aids include samples and 
literature. The Celotex Corp., Dept. AL, 
120 South LaSalle St., Chicago 3, Til. 

Circle No. 209 on Handy Cover Card 


For more facts, 
use handy back 


cover coupon. 


(continued on page 68) 
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New beauty, higher warp-resistance, 
better machinability than hardwood 
plywood—AT LOWER COST! 


SPECIAL 
TIMBLEND 


e Hy CENTER 
” IS _veNeeReD hat seat 


TIMBLEND 


IT’S “BUILDER TESTED” 

y CHOICE OF 
HARDWOOD 
VENEERS 


Builders tell us they are achieving finer product quality 
when they use Veneered Timblend for their cupboard 
doors, cabinets, built-ins, wardrobes and sliding doors. 
They‘re saving money, too! Here’s why: 


With new, Veneered Timblend you get all the beauty of the 
finest hardwoods, plus the proven advantages of Roddis’ 
exclusive man-made core. It’s this Timblend core that makes 
the big difference ...in product quality, in processing costs. 

For Veneered Timblend machines so easily, with hand or 
power tools. Even lipped edges turn out beautifully! Its re- 
markable dimensional stability assures highest warp-resist- 
ance, too. 

Choose from Elm, Birch, Maple, Cherry, Mahogany, Oak, 
Walnut and other veneers in 34”, in common plywood sizes. 
Other sizes on special order. Prefinished, if desired. Send 
coupon for brochure: “Working with Veneered Timblend.” 


RODDIS does wonderful things with wood 





Where moisture is the prob- 
lem — choose our PHENOLIC 
TIMBLEND (unveneered). 


Exterior phenolic Timblend 
is ideal for home and build- 
ing siding, soffits, boat decks, 
etc. Checking minimized. 
Ideal for outdoor signs. 


For general working choose 
dependable ‘‘standard’’ 
TIMBLEND (unveneered). 


It’s the original wood-blend 
panel. Use instead of plywood, 
for any interior application. 
Ideal for plastic underlay- 
ments. Excellent paintability. 


RODDIS PLYWOOD CORPORATION, Marshfield, Wis., Dept., AL-1259 


Please send free sample of Veneered Timblend and brochure: “Working with 


Veneered Timblend.” Also data on: ( 


Timblend 


Name. 


) Phenolic Timblend ( ) standard 





Firm 





Address. 
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Quickest way to show woop WINDOWS 


conform to New FHA Standards 


With the American Wood Window Institute Seal on your window units, people 
know immediately that the units conform to the new F.H.A. Minimum Prop- 
erty Standards. The licensees listed below are distributing window units 
which carry the AWWI Seal. For further information contact them or write 
to Ponderosa Pine Woodwork. 


ALABAMA 
Birmingham—Birmingham 
Sash & Door Co. (Huttig); 
National Woodwork, Inc. 
Cullman—C. Arnold & Son, 


Inc. 

Mobile—McPhillips Mfg. Co. 

ARKANSAS 

Fort Smith—Dyke Bros.; In- 

ternational Paper Co. (Long- 

Bell Division) 

Jonesboro—Carr, Adams 

Mig, Co. 

Little Rock—Dyke Bros. 

COLORADO 

gc asa apace & 
0. 

CONNECTICUT 

Bridgeport—A. W. Burritt Co. 

North Haven—National 

Wholesalers, Inc. 

FLORIDA 

Jdacksonville—Huttig Sash & 


‘oor Co. 
Miami—Huttig Sash & Door 
Co. 


GEORGIA 

Atlanta—Central Woodwork 
Inc. of Ga.; Zuber Lumber 
Co.; Addison-Rudesal, inc.; 
Huttig Sash & Door Co. 
Macon—Binswanger & Co. 


Inc. 
Savannah—Neal-Blun Com- 


pany 

Valdosta—Central Woodwork 

Inc. of Ga. 

IDAHO 

~ ama aaa a Glass 
0. 


ILLINOIS 

Chicago—Morgan Sash & 
Door Co.; Edward Hines Lum- 
ber Co.; C. L. Ibsen Co.; 
Wabash Screen Door Co. 
Danville—Edward Hines 
Lumber Co. 

Fairfield—L. J. Keith & Son, 


Inc. 
Peoria—lilinois Bilt-Well Divi- 
sion, Carr, Adams & Collier. 


Co. 

Rock Island—Rock Island 

Miliwork Co. 

Skokle—Edw. Hines Lumber 

Co. 

INDIANA 

og Wayne—Canfield Lumber 
0. 

Indianapolis—Adams-Rogers 

Co.; Midland Building Indus- 

tries 

Kokomo—Mehlig Wholesale 


Co. 
Munster—Lake Wholesalers 
Osceola—Osceola 
Distributing Co. 

uth Bend—Great Lakes 
Distributing Corp. 
Muncie—Muncie Millwork, 
Inc. 
1OWA 
nag ape Companies, 
inc. 


og Moines—Carr & Moehi 
0. 


Dubuque—Caradco, Inc.; 
Carr, Adams & Collier Co., 
Jobbing Division; Farley & 
Loetscher Mfg. Co 
Early—lowa Lumber & 

Supply Co. 

Fort Dodge—Carr & Moehi 
Ottumwa—Carr & Moehl 
KANSAS 

Kansas City—Lumber Dealers 
Service Co.; K. L. Sweet 
Lumber Co. 

Salina—Leidigh & Havens Co. 
Topeka—Whelan Lumber Co. 
KENTUCKY 
Lexington—Central Kentucky 
Supply Co.; Combs Lumber 


0. 
Louisville—Byron Sash & 
Door Co.; Huttig Sash & Door 
Co.; Weyerhaeuser Sales Co. 
Millwork Dept. 
Paducah—Paducah Sash & 
Door Co. 

LOUISIANA 
Alexandria—Davidson Sash 
& Door Co., inc. 

oy Ai ogg Sash & 
Door Cc. 

Lake Charlee—Davidson Sash 
& Door Co., Inc. 

New Orleans—New Orleans 
Sash & Door Co. (Houston) 
Shreveport—Alien Millwork 
Corp.; Victoria Sash & Door 


Co. 

MARYLAND 
Baltimore—Dealers Ware- 
house Supply Co. Inc.; The 
Sanders Co. 

Bethesda—L. S. Turover 
MASSACHUSETTS 

<p eee & Son 


Co., inc. (Houston); Jackson 
Wholesale Bidg. Supply Co. 
Tupelo—Triangle Distribu- 
tors, Inc. 
MISSOURI 
Kansas City—American Sash 
& Door Co. (Huttig); Dyke 

; International Paper 


Wholesale 
Enid—international Paper Co. 
(Long-Bell Division) 
Lawton—Morgan Sash & 
Door Co. 
McAlester—international 
Paper Co. (Long-Bell Divi- 
sion) 

Oklah City—Caston Door 





Co. (Long-Bell Di : 
Martin-Meredith Co. 
St. Louis—Carr, Adams Mfg. 
Co.; Huttig Sash & Door Co.; 
ee Supply 

0. 


MONTANA 

Great Falle—Lumber Yard 
Supply Co. 

Havre—Treasure State 
Supply Co. 

NEBRASKA 
Hastings—Adams Kelly Co. 
Omaha—Adams Kelly Co. 
Chicago Lumber Co. of 
Omaha 

NEW MEXICO 
Albuquerque—Santa Fe 
Builders Supply Co. 

Santa Fe—Santa Fe Builders 
Supply Co. 

NEW YORK 
Albany—Concord Lumber Co. 
Buffalo—The Whitmer-Jack- 


son Co, 
Medina—The Whitmer- 


ion Co. 
Rochester—The Whitmer- 
Jackson Co.; Concord 
Millwork Corp. 
NORTH CAROLINA 
Charlotte—Huttig Sash & 
Door Co.; Miller Millwork 
Corp.; Universal Window 
Corporation 
> boro—Bi ona 





0., Inc. 


Wilmingt 





Samerille~A. Ww. t 9 


& Co. 
MICHIG 
Oebon Kimball & Russeil 
Inc.; Pete Pullum Co. 
Grand Rapids—Grand Rapids 
Sash & Door Co. 
Kalamazoo—Grand Rapids 
Sash & Door Co. 
Lansing—Grand Rapids Sash 
& Door Co. 
Lapeer—Fillmore Thomas & 

0., Inc. 
Port Huron—Welch Sash & 
Door Co. 
Saginaw—Saginaw Sash & 
Door Co. 
Traverse City—Grand Rapids 
Sash & Door Co. 
MINNESOTA 
Bayport—Andersen Corp. 
Mankato—Hager Mfg. Co. 
Minneapolis—Kullberg Mfg. 


°. 
ne Paul—Stott Bidg. Supply 
inc, 
MISSISSIPPI 


Jackson—Allen Millwork Mfg. 
Corp.; Jackson Sash & Door 


The Becker 
Builders Supply Co. 

NORTH DAKOTA 
Fargo—Dakota Sash & Door 
Co.; Bardwell-Robinson Co, 
OHIO 

Canton—interstate Sash & 
Door Co. 
Cleveland—Iindustrial Whole- 
sale Lumber Co.; National 
Sash & Door Co.; Rock Island 
Wholesale; The Whitmer- 
Jackson Co. 
Columbus—Huttig Sash & 
Door Co.; The Throop- 
Martin Co. 
Dayton—Dayton-Akron Sash 
& Door Co. 

Maita—Malta Mfg. Co. 
Massilion—The Whitmer- 
Jackson Co. 

Toledo—Alien A. Smith Co.; 
The Collier-Glasson Co. 
Youngstown—The Whitmer- 
Jackson Co.; Youngstown 
Sash & Door Co 
OKLAHOMA 

Altus-Wm. Cameron & Co. 


& Plywood Co.; Dyke Bros.; 
Hardy Plywood & Door, Inc.; 
International Paper Co. 
(Long-Bell Division); The 
Oklahoma Sash & Door Co. 
Tulsa—Dyke Bros. 


PENNSYLVANIA 
Lancaster—Robbins-Quigley 


0. 
y oe see ean ag 


Philadelphia~Lumber & 
Millwork Co. 
Pittsburgh—Georgia-Pacitic 
Plywood Co. 


SOUTH CAROLINA 
Columbla—Binswanger & Co. 
Greenville—Southern Sash & 
Door Ce. 


SOUTH DAKOTA 
Aberdeen—Dakota Sash & 
Door Co. 
a Sash & Door 
2. 
Rapid City—Robbins & 
Stearns 
Sioux Falls—Jordan Mill- 
wo " 
TENNESSEE 
Jackson—Madison Millwork 
inc.; Central Woodwork, 
Inc. of Memphis 
Knoxville—Huttig Sash & 
Door Co. 
Memphis—Centrai Wood- 
work, Inc. of Memphis; Cole 
Mfg. Co.; C. E. Thompson 
Lumber Co., inc.; Memphis 
Sash & Door Co. (Huttig) 
Nashville—Huttig Sash & 
Door Co.; Tennessee Bidg. 
Products Inc.; Warren Bros. 
Co.; Harris-Webber Sash & 
Door Co. 


TEXAS 

Abilene—Wm,. Cameron & 
Co. Wholesale 
Amarilio—international Paper 
Co. (Long-Bell Division); 
Kritser Svooly | ae Maynard 
Sash & Door C 
feettin-Dandean Sash & 
Door Co.; Wm. Cameron 

& Co. Wholesale 
Beaumont—Wm. Cameron & 
Co. Wholesale 

Corpus Christi—Wm. 
Cameron & Co. Wholesale; 
McCord Wholesale, Steves 
Sash & Door Co. 
Dallas—Wm. Cameron & Co. 
Wholesale; Huttig Sash & 
Door Co 


Fort Worth—Wm. Cameron 
& Co. Wholesale; North 
Texas Door Co.; Texas 
Sash & Door Co. (Houston) 
Harlingen—Wm. Cameron & 
Co. Wholesale; Southmost 
Sash & Door Co. (Houston) 
Houston—Houston Sash & 
Door Co.; Wm. Cameron & 
Co. Wholesale 
Longview—Wm,. Cameron & 
Co. Wholesale 
Lubbock—Wm. Cameron & 
Co. Wholesale; Frontier 
Wholesale Co. 

Lufkin—Wm. Cameron & 
Co, Wholesale 
Midland—Steves Sash & 
Door Co. 

Odessa—Wm. Cameron & 
Co. Wholesale 

San Angelo~Wm. Cameron 
& Co. Wholesale 

San Antonio—Wm. Cameron 
& Co. Wholesale; Steves 
Sash & Door Co.; Wilson 
Lumber Co. 
Sherman—Grayson Millwork 
& Supply Co. 


Sash & Door Co. 
Texarkanae—Wm. Cameron & 
Co. Wholesale; Dyke Bros. 
Tyler—Wm. Cameron & Co. 
Wholesale 

Waco—Wm, Cameron & Co. 
Wholesale; Frank Stevens 
Sash & Door Co. 

Wichita Falis—Wm. Cameron 
& Co., Wholesale 





TAH 
Sait Lake City—Knudsen 
Builders Supply Co. 


VIRGINIA 
Arlington—Dealer Ware- 
house Supply Co. Inc. 
Lynchburg—JB4CA Hutter 


orp. 
Norfolk—Building Supplies 
Corp.; Addington-Beaman 
Lumber Co. 


Ri 





ger& 
Co., Inc.; Circle Woodwork- 
ing Corp. 
Roanoke—Huttig Sash & Door 
Co.; Skyline Lumber Co. inc. 
Rocky Mount—M W Dis- 
tributors 


WASHINGTON 
Spokane—White Pine Sash 
Co.; Western Pine Mig. Co. 
Yakima—Cascade Lumber Co. 


WEST VIRGINIA 
Wheeling—The Scott Lumber 
Co. 


WISCONSIN 
Oshkosh—Marquart Millwork 


Co. 
Park Falis—Edw. Hines 
Lumber Co. 
Stevens Point—Vetter Mfg. 
o. 


Pondovota Fite wooowonk 


An Association of woodwork manufacturers and Western Pine producers 
39 S. La Salle Street Chicago 3, Illinois 
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Dealers See New Products 


(begins on page 62) 





A New Folding Door by Modernfold 


Even do-it-yourselfers will find Neowood, a new folding 
door, easy to install, explains manufacturer's vice-president 
of marketing R. H. McConville (left) to vice-president C. L. 
Worsley of Morrison-Merrill & Co., Boise, Idaho building ma- 
terial distributing firm. 

The Neowood folding door is made of tempered Masonite 
with a printed and painted finish in four grains: walnut, birch, 
mahogany and oak. Heavy steel overhead track is fully con- 
cealed on both sides of moldings that are finished to match 
door; no floor track is required. 

Market data. Neowood doors can be installed singly or in 
pairs meeting at the center of an opening. They are available 
in sizes to fit all popular residential doorways. Suggested re- 
tail price of the standard size door is $32.95; usual retail mark- 
up on cost is 33% %. Available now from 200 wholesalers, it is 
packaged one door to a carton, including everything necessary 
to complete the installation in 15 minutes. There is no mini- 
mum dollar investment for a dealer, Sales aids include litera- 
ture, a display and national advertising. New Castle Products, 








Inc., Dept. AL, New Castle, Ind. 
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Georgia-Pacific Develops 
Redwood Exterior Finish 


K. C. “Red” Swanson, merchandising 
manager, Georgia-Pacific Corp., describes 
advantages of his firm’s new G-P Red- 
wood Exterior Finish to dealer R. H. 
Godfrey (left), Godfrey Lumber Co., 
Kalamazoo, Mich. 

Six years in the making, the finish is 
formulated to fulfill the most exacting 
standards of color, penetration, drying 
and protection against sun discoloration, 
mold and fungus, maker says. It contains 
only enough natural pigment to enhance 
and lock-in the color of redwood, it is 
said. The new finish also is excellent for 
interior use on redwood, says maker. 

Market data. Suggested retail prices are 
$5.20 (per gallon) for a 5-gallon pail; 
$5.50, one gallon can; $1.92, one quart 
can; $1.36, one pint can. Usual retail 
markup on cost is 50%. The new finish 
is sold in a concentrated form, to be 
thinned on the job with gum spirits of 
turpentine. It is an ideal item for consum- 
er or contractor sales. It is available 
from distributors in case quantities. Deal- 
er sales aids include literature and na- 
tional advertising. Georgia-Pacific Corp., 
Dept. AL, Equitable Bldg., Portland 4 
Ore. 
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Packaged Kitchen Cabinet Units 
Cut Installation Costs 


Dealer Glenn E. Lamb, Glenn E. 


Lamb Lumber Co., Wellington, Ohio, 
learns how new packaged kitchen cab- 
inet units cut installation time and cost 
from Youngstown Kitchens’ factory 
representative Norman F. Badstebner 
(right). 

Introduced to lumber dealers for the 
first time at the NRLDA Show, the 
units meet new FHA minimum property 
standards and make kitchen planning 
easy. Their flexibility simplifies any 
planning problem, maker states. Doors 
and hardware are completely assembled 
and mounted; drawer requirements are 
built-in and shelf locations are prede- 
termined and location of sink bow! in 
top is independent of cabinet front de- 
sign. Built-in range tops may be lo- 
cated in any cabinet, it is said. 

Market data. The new packaged kitch- 
en cabinet units will be available Jan- 
uary | from 81 distributors. The units 
are ideal items fgr both consumer and 
contractor sales. Sales aids and litera- 
ture now are available to dealers. A 
plan of cooperative advertising also is 
offered. Youngstown Kitchens, Div. of 
American-Radiator & Std. Sanitary Corp., 
Dept. AL, Ellsworth St., Salem, Ohio. 


Circle No. 212 on Handy Cover Card 





A Larger Rose for Kwikset’s 
400 Line of Locksets 


Kwikset model Nancy Withrich pins 
a rose on lapel of Bob Rosenthal, Rosen- 
thal Lumber Co., Crystal Lake, IIl., to 
emphasize the availability of a new 
larger rose for the manufacturer’s 400 
line of residential locksets. 

Shown for the first time to lumber 
dealers at the NRLDA Show, the new 
2%” rose is offered at no increase in 
cost. It is available in both Standard and 
Bel Air designs in all functions and 
finishes. It may be installed in either 
2” or 248” holes, with sufficient overlap 
to conceal possible frayed edges around 
the bore. 

Market data. Available now from dis- 
tributors, the new rose is individually 
packaged in color-coded packages for 
easy identification of model and finish. 
It is an ideal item for both consumer 
and contractor sales. A free display 
mount is available to dealers as part of a 
special introductory offer. Kwikset Sales 
and Service Co., a sub. of The Ameri- 
can Hardware Corp., Dept. AL, Ana- 
heim, Calif. 


Circle No. 213 on Handy Cover Card 


(continued on page 72) 


December 7, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








Call your AIM*... Greece Lumber does... 
Trucks loaded, lurmber secured in 10 minutes 


GREECE LUMBER AND BUILDING SUPPLY, INC., ROCHESTER, N. Y., 
have found that steel strapping suggestions by their Acme Idea Man 
have helped them in two ways. (Idea No. U5-2) 


First, all lumber is steel strapped into standard packages immediately 
upon arrival at Greece Lumber to allow mechanical handling in their 
yard ...a great time and dollar-saver. Second, when trucks are loaded 
for local delivery, strapping secures individual packages into a unit load 
for quick delivery at the job site. 


The strapped packages are loaded and unitized on a truck in 10 
minutes, and unloaded in two minutes by simply dumping at the 
building site—a man-hour and money-saving procedure made possible 
with Acme Steel Strapping. 


*Call your Acme idea Man about time and money-saving procedures 
for handling materials. Or write Dept. ABU-129, Acme Steel Products 
Div., Acme Steel Company, Chicago 27, Ill. In Canada: Acme Steel 
Company of Canada, Ltd., 743 Warden Ave., Toronto 13, Ontario. 


FE] STEEL STRAPPING 
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~ re emmonemme me 


1 NEW COVER for maximum dealer use 


Designed for fast reading, the new cover includes a complete listing 
of everything in the book. All basic product categories are listed and 
pages numbered. A natural development in line with American Lum- 
berman and Building Product Merchandiser’s policy of “Headline 
Talking” covers pioneered in 1959. 


2 NEW NAME for maximum dealer use 


New name stresses buying use of the book which the product data 
prepares the reader for. Kinds of product information leads naturally 
to buying function. Kinds include specifications (by types, sizes, 
uses, characteristics), estimating data, information on application 
and finishes or finishing. 


3 NEW CLASSIFIED AIDS for maximum dealer use 


Classified sections have been set up to insure easiest use possible, 
quickest possible. 

Classified buying directory—A convenient index of products with 
advertisers making the item listed and pages numbered. 


Classified index for product estimating—Tables, charts and text for 
efficient estimates quickly located by reference to this up-front index. 


Classified buyers’ guide to manufacturers and their products—A 
proved, well-used index long a dealer favorite brought up-to-date 
with new categories reflecting cg a ea character of dealers in the 
market. The most comprehensive index of its kind in the industry. 


Brand names directory and dealer and wholesaler association index, 
up-dated, increase reference utility of the new book. 


ALL-NEW for [9b 





4 NEW PRODUCT CATEGORIES for maximum dealer use 


Product categories have been increased from 10 to 14 and have been 
overhauled to provide readers with the easiest possible classification 
to make use faster, information more comprehensive. All have been 
brought up to date. Chi made fully cover the growing product 
lines of building materials dealers and wholesalers. Changes include 
these important ones: 

Components—In line with the growing popularity of components of 
all kinds, this new section has been added. It covers not only basics 
like wall units and trusses, but also many smaller but important 
units. Typical examples pre-hung doors, pre-fab fireplaces and 
chimneys. Steel-span buildings are also described for both farm and 
industry. Machinery and > for prefabbing will be in this new 
section. These include hea uty saws, truss machinery, special nails, 
adhesives—the growing line of goods closely tied to components and 
prefabrication. 

Windows and Doors—Standard categories now divided into two 
oy categories, revised, made more complete and brought up 
to date. 

Building Specialties—Detailed editorial coverage on popular special- 
ties is contained in this new section. 

Metal Building Products—The first complete presentation on the 
many new items speeding home building and cutting costs. Items 
run from bridging to framing anchors. 

Builders Hardware—The first complete data section in this field on 
an important category. The result of the growing importance of 
builders hardware to the building materials retailer. 

Farm & Home Hardware—All the hardware not strictly builders 
hardware is included in this all-new section. With this section, the 
pr ei store merchandise popular with dealers is given new 
emphasis. 




















WHAT THE SPECIAL ADVANTAGES 


1 MAXIMUM dealer usage and retention 


Getting high usage among dealers of its annual reference book is 

nothing new to American Lumberman and Building Products Mer- 

chandiser. Look at this record, based on results of personal inter- 

view depth studies of 100 lumber and building materials dealers in 

48 States conducted by Daniel Starch and Staff in 1957: 

¢ The DATA File has 23% to 39% more dealer retention than 
printed product data furnished dealers by manufacturers using 
other means of distribution. 

e An amazing 99% retention of the Data File among dealers studied 
9 months after distribution. 

¢ A very high percentage using BOTH the Fe data section 
(79.8%) and the Buyers’ Guide Section (87.2%). 

¢ Well over 50% of the dealers retaining and using the Data File 
had an annual sales volume in excess of $550,000. 


2 MAXIMUM regular usage 

Even if dealers do use it and do remember the product information 

and manufacturers making them, the question sometimes arises, 

“But how often do they use it?” 

Again, a comprehensive study provides revealing information on the 

extraordinarily high usage of American Lumberman and Building 

Products Merchandiser’s annual reference. A study of 818 lumber 

and building materials dealers conducted under the direction of 

Dr. Albert Haring, professor of marketing at the Indiana University 

School of Business, shows that: 

e 90% of the dealers studied use the Data File for reference. 

¢ 52% use it daily, weekly or monthly; 38% occasionally; 8% 
rarely; 2% never. 





IMPORTANT STATISTICS—CHECK YOUR SCHEDULES NOW 
Date of Issue—Published as second 

March, 1960 issue of American 

Lumberman and Building Products 


Merchandiser March 28, 1960 
(Previously second issue of January). 


Display Ad Rates—Regular American 
umberman and Building Products 
Merchandiser display advertising 

rates apply, except for multiple page 

inserts, which earn special discounts. 
See Rate Card or SRDS. 
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ARE AND WHY 


92% keep the File in a handy reference spot and 93% retain it 
until the next annual issue is received. 

82% use it as a selling tool. . 

56% use no other regular reference source for dealer buying and 
selling data. 

66% keep less than 50 current manufacturers’ catalogs on file or 
maintain no catalog file at all. 

97% rate product data as “valuable” or “some help”; only 3% 
that it’s “not needed.” 

¢ 4 is the average number of users per Dealer copy. 


REMEMBER: The All-New 1960 Buying and Product Deta File is 
specifically designed to increase even these startling 
use and retention statistics. 


3 MAXIMUM dealer buying action 


As product lines broaden and as new lines come on the market, 


dealers continue to add to their lines and types of products.* When- 
ever they want to check a source of supply, recall a source of supply 
not frequently used, find a name (whet 


er of a manufacturer, prod- 
uct or brand name) or check specifying or estimating data on 


products, dealers turn to the Data File. Af that time, they are at 
some stage of buying. The importance of advertising in this issue 
—the most used of any in the field—is to be represented with 
the right information at the right time. This will 
important with the All-New Buying and Product Data File, with its 


even more 


Design For Use that will increase even past high usage. 

*Figures by major product categories are available which show in- 
creasing numbers of dealers taking on additional lines and types 
of products. 





Dealers See New Products 


(begins on page 62) 





Kaiser Adds New Nail Line 


Convention-goers were introduced for 
the first time to a complete line of pack- 
aged aluminum nails by Kaiser Alu- 
minum & Chemical Sales. Kaiser’s sales 
promotion manager Clark A. Johnson 
(right) is shown discussing the merits of 
the new line with Russ McGinnis, Stott 
Bldg. Supply. Inc., St. Paul, Minn., 
whose distributing firm was first to add 
the new nails to its product line. 

Kaiser’s packaged aluminum nails are 
especially designed for all nailing pur- 
poses where corrosion resistance is im- 
portant. There are nine types and a vari- 
ety of sizes in the new nail line in- 
cluding Kaiser’s Diamond-Rib green. 

Market data. Available now from 
building material and hardware whole- 
salers, the new nails are packaged in 
aluminum foil containers. They are ideal 
iteras for both consumer and contractor 
sales. Catalog pages will be available to 
dealers January 1. Kaiser Aluminum & 
Chemical Sales, Inc., Dept. AL, 1924 
Broadway, Oakiand 12, Calif. 
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Weyerhaeuser 4-Square 
WSP Plyscord Sheathing 


Sales manager John Ryan (center), 
Weyerhaeuser Co., St. Paul, Minn., 
describes features of his firm’s new 4- 
Square WSP Plyscord Sheathing to pres- 
ident Frode Kilstofte (left) and sales 
manager Guy J. Barnett of Rossman 
Mill & Lumber Co., Ltd., Wilmington, 
Calif. Dealer Kilstofte also serves as 
vice-president of the Southern California 
Retail Lumber Association and is pres- 
ident, coliseum commission, Los An- 
geles Memorial Coliseum. 

Weyerhaeuser 4-Square WSP Plys- 
cord Sheathing is ideal for long lasting 
subflooring, wall lining and roof or wall 
sheathing. The big, precision-squared pan- 
els fit snugly together for fast, easy 
application, says maker. It is available 
in both exterior and interior types and 
also is recommended by maker for 
poultry houses, grain storage buildings, 
barns, hog houses and a variety of other 
farm structures. The big sheets also 
have good paintability. 

Market data. Weyerhaeuser 4-Square 


WSP Plyscord Sheathing now is available 
direct from maker. It is wire banded in 
staggered units and shipped in part or 
straight carloads. It is an ideal item for 
both contractor and consumer sales. A 
dealer may buy any amount. Sales aids 
include literature. Weyerhaeuser Co., 
Lumber & Plywood Div., Dept. AL, First 
National Bank Bldg., St. Paul 1, Minn. 
Circle No. 216 on Handy Cover Card 


Introduces a New Open Well 
Lumberjack Truck Body 


Dealer Charles S. Pierce, Williams 
Supply Co., Inc., Niles, Mich., admires 
new DeKalb Open Well Lumberjack 
shown to him by the manufacturer’s 
vice-president in charge of sales B. J. 
Sayers (left, below). This truck was pur- 
chased on the floor at the NRLDA Show 
by dealer Fredrick E. Schmid of General 
Materials, Inc., Jackson, Mich. 

The new truck body features an open 
well design with an optional tailgate. 
Too, the truck’s cab area has been in- 
creased in size to provide greater visi- 
bility and more driver comfort. DeKalb 
Commercial Body Corp., Dept. AL, 
DeKalb, I 
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Tite-Joint Fasteners Speed Assembly 


Chicago dealers Ira (left) and Stanley Nathanson, Republic 
hear manufacturer’s representative Carl Den 
Braber (right) tell how to cut the cost of assembling wood 
products by putting his firm’s Tite-Joint Fasteners to work. 
Introduced to lumber dealers for the first time at the NRLDA 
Show, the fastener is said to be ideal for assembling wood 


Lumber Co., 


panels, laminated sink tops, counters, furniture, wall cases or 
anywhere a tight, flush joint is required. The standard fastener 
is for use in %4” wood. The center-to-center dimension can be 
varied from 2” to 342”. Every pound of force exerted on the 
locking lever applies approximately 500 pounds of clamping 
pressure at the joint, maker says. 

Market data. A handy drill poe drill guide, rods for tighten- 
ing nut assembly and complete installation instructions are pro- 
vided with each box of 100 fasteners. List price is $68 per 100. 
Available now from 1,000 hardware and building specialties’ 
distributors, the fasteners are primarily an item for contractor 
sale. Dealer sales aids include mounted sample and literature. 
Knape & Vogt Mfg. Co., Dept. AL, Grand Rapids 4, Mich. 

Circle No. 215 on Handy Cover Card 


(For more new products introduced at the NRLDA Show, see 
next issue) 
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Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 
sult them on your next requirements. 





*Hamer Lumber Sales, Inc., Kenova, W. Va. 


Exclusive Sales Agents for 
J. P. Hamer Lbr. Co., Inc., Kenova, W. Vo. 
Hamer Lbr. Corp., Appalachia, Va. 


Manufacturers Appalachian Hardwood Lumber 








Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Oak, Wainut, Poplar, Basswood, 

Beech, Cherry, Mahogany and Laven Lumber. Do- 

mestic and imported Veneers. Hardwood Flooring— 

Oak and Maple Strips and Laminated Bleck and 
ial Pattern Flooring. 





* Member Appalachian Hardwoods 
Manufacturers, Inc. 


always specify 


APPALACHIAN HARDWOODS 
Circle No. 42 on Handy Cover Card 











MASTER SELLERS 


(begins on page 58) 





ing been in business 19 years. Reason 
for the event was the opening of the 
yard’s new store and offices adjacent 
to the original site. 

Important in planning, Whiddon 
said, is to give all yard personnel a 
feeling of taking part in the event, 
selecting dates with no major conflicts, 
considering hiring extra help, selecting 
promotional items to sell (Causeway 
Lumber sold 3,000 .two-foot steplad- 
ders for $1, made a few pennies profit 
on each), arranging for traffic control, 
fire protection, and hostesses. 

“We held our open house for a 
week,” he said. 

The event resulted in realizing all 
major goals set up for it, he said, 
These included inducing the area’s 
contractors and architects to visit the 
company and get acquainted with its 
services, as well as attracting a large 
number of consumers to the yard to 
learn what it sold there. 

Costs were modest, he stated. For 
example, a 28-page newspaper supple- 
ment which would have cost $6,000 in 
advertising space actually cost the 
company $700 because of the coopera- 
tion of suppliers. 

Evidence of the success of the pro- 
motion, measured in numbers of peo- 
ple attending is shown by the com- 
ment of Georgia-Pacific Corp. offi- 
cials who arranged to have their huge 
redwood log display truck on hand: 
“We had more people view the red- 
wood log than at any other point along 
the log’s coast-to-coast route up to 
that time.” 

Farm sales. “The farmer today no 
longer is the buyer of a pile of boards 
of years ago, he’s a modern business- 
man who is seeking to buy solutions to 
some of his farming problems,” said 
rural lumberman A. H. Schwichten- 
berg, Lesters’, Inc., Lester Prairie, 
Minn., reporting on his development of 
farm sales. “The farmer today is most 
receptive to new ideas and is looking 
for someone to give him the answers.” 

Schwichtenberg maintains extensive 
files of all the farm buildings being of- 
fered in his trading area by specialty 
sellers, so he can better tailor his own 
offerings to the needs of his market. 

“The farmer here is no longer a do- 
it-yourself man,” he said. 

Explaining his policy on selling la- 
bor, Schwichtenberg cautioned that 
dealers can’t afford to “trade dollars on 
labor; you’d do better to discount your 
materials and not be responsible for 
construction than to sell construction 
labor at cost,” he said. 

Promotion literature can be prepared 
cheaply for you by local printers, he 
explained, showing samples of many 
offset process “fliers” and inexpensive 
mailing pieces he has produced and 
used in selling his trade. 
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LOCAL ADVERTISING 


FOR YOU 


...for merchandising minded 
Dealers, a complete LOCAL ADVER- 
TISING PROGRAM, This is designed 
to sell you and your service... MORE 
than 25 Promotion Items ready for 
your imprint and a USM plan for 
newspapers, radio, TV and other 


local advertising. 


NEWSPAPER 
ADVERTISING 








EXHisiy BOOTH SPACE 





Write today for details on the Certified 
Adequate Insulation Local Promotion Program. 


| UNITED STATES 


MINERAL WOOL 
= la COMPANY 


World's Oldest Manvtacturer of Mineral Weel Products 


STANHOPE ° NEW JERSEY 


ag 


Please send me information on your 
Local Promotion Program, 


DORE inp csccrtonosctoisnitns 





ADODRESS.............. sevopusoouedeanocovanbopinnth 
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COMPONENTS 


DEALER SALES CONTROL 
(See page 5) 


—IN=\-TeP Wale) 


BOX BE/\M floor girders are hollow light structural units, span 
up to 24’. They are fabricated with 3/8” plywood webs, pres- 
sure-glued to 2x4 top und bottom. Here carpenter sets one 
at Champaign research house. 


“INSTANT FLOOR” SYSTEM is one of research house's most 
impressive features. Preassembled panels of %2” plywood 
nailed to 2x4's, are laid over the box beams. On-edge 2x4 
supports overhanging edge of plywood at joints. 


Components Cut Building Time 50% 


CHAMPAIGN, ILL.—A_ research-demonstration house 
erected here makes new use of fir plywood box beams, 
stressed skin panels, rigid frames, panelized floors and 
Lu-Re-Co wall panels. 

“If my men were familiar with the new system, we could 
build this house in about half of conventional construction 
time,” said the contractor on the job, Richard Fackler. 
Time and cost studies are being made by the Small Homes 
Council of the University of Illinois. 

The house was sponsored by the Lumber Dealers Re- 
search Council, the Douglas Fir Plywood Association and 
the Plywood Fabricators Service. It was designed by Laur- 
ence S. Higgins, A. I. A., of the Lumber Dealers Research 
Council. The new components were designed by David 


Countryman, chief of applied research of DFPA. 

Since the house was built for demonstration, it contains 
features which normally would not be grouped in one de- 
sign. The plan is divided into separate wings or zones, 
each using a different framing method for cost control and 
comparison features. Continuity of siding and roof help tie 
the design together. 





Special Component Report 

A.L.’s staff report on fabrication clinics and an- 
nouncements at the sixth annual NRLDA Exposi- 
tion in Cleveland last month are elsewhere in this 
issue. See contents, page 5. 
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Floor construction. The floor was made of pre-assem- 
bled panels of 2” fir plywood nailed to 2x4 framing. 
These are supported by plywood box beams. 

The box beams are hollow. They are spaced four feet 
on center and span either 12’ or 24’. They have %” fir 
plywood webs, glued to 2x4 top and bottom flanges. Depth 
ranges from 12” to 16”, depending on span. 

The floor panels rest on the box beams. The floor sys- 
tem was laid by four men in six hours in the 2,000 sq. ft. 
house. Fabrication of the floor panels was reported at 40¢ 
per panel, plus materials cost. 

Walls. Wall panels are modifications of standard 4x8- 
foot Lu-Re-Co panels, They have one plywood skin nailed 
to 2x4 framing. The main load-carrying members are 
2x4 studs at the panel edges. Horizontal 2x4 blocking on 
24” centers stiffens each panel. 

The plywood skin on these panels is 12-inch medium den- 
sity overlaid type. This has a smooth resin-fiber surface. 
The plywood functions as a one- -thickness combination 
sheathing-siding. Battens on 12” centers give a decorative 
siding effect and cover the joints between wall panels. 

Roof. The roof is 3/12 pitch. Two-by-four king post 
trusses with plywood gusset plates give roof support over 
the bedroom wing. Roof decking is %” Plyscord fir ply- 
wood with edges held with Plyclips. 

Over the living room wing, exposed cathedral-type box 
beams on 8’ centers are used. These were fabricated in 
longitudinal halves, sandwiched together on the job by 
splicing with plywood cover plates nailed to top and bot- 
tom flanges. The beams used walnut-printed overlay ply- 
wood for the webs, needing no on-the-job finishing. 

These walnut-ized box beams support a stressed skin 
plywood panel roof deck. The roof panels have %” ply- 
wood top skins and 5/16” medium density overlay plywood 
bottom skins, pressure-glued to 2x4 framing. Each panel 
contains three inches of reflective-covered glass fiber in- 
sulation. 

Garage. To build the garage, pre-assembled rigid frame 
bents were made with 2x8 framing and +” plywood gusset 
plates spaced on two foot centers. These were covered with 
¥” Plyscord roof deck and Plyclips. The bents were fabri- 
cated in halves, joined at the site with nailed crown gusset. 
Garage door lintel is 42-inch medium density plywood 
skin nailed to 2x4’s, spanning 16’. 

The box beams, stressed skin panels, rigid frame bents 
and gable ends were fabricated by Walco Service, Inc., 
Chesteron, Ind., a member of the DFPA-affiliated Plywood 
Fabricators Service. Wall panels, trusses, floor panels and 
garage lintel were made by Thompson Lumber Co., Cham- 
paign, Ill., a Lu-Re-Co member. 


WALNUT PRINTED FIR plywood forms the webs of the cathe- 
dral beams used over the living room. 
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a 34 page booklet especially prepared 
to guide lumbermen in buying 


correct insurance protection. 
SS Write to Business Extension department for your copy: 


‘Lumbermens AMUTL CASUALTY CaM 


ae => 
<= a Division of KEMPER Insurance _—- 
==> — CHICAGO 40___ 
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REDUCE delivery costs. 


UNLOAD a LOAD or HALF LOAD at a time 
with an 
R-B ROLL-OFF 
truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 
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100 ESTATE HEMLOCK $25 
CANADIAN HEMLOCK 
Graceful and Beautiful. Ideal for Hedges, 


Screening, Backgrounds and Reforesting 


12” to 18” 100 for $25.00 1000 for $200.00 
18” to 24” 100 for $40.00 1000 for $300.00 
F.0.B. SHIPPING POINTS—PACKING FREE 


EVERGREEN SUPPLY 


P. O. Box 341 ° ERWIN, TENN. 
SHIPPER SINCE 1925 
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Follow Art Hood’s ‘‘Teamwork’’ 
Series in Each Issue of A.L. 


You'll learn 
the way to... 


Dealer Sales Control 
See Page 5 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time ~—-30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25¢ per word for each consecutive 
insertion, Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 


allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 








SALES PROMOTION 
MERCHANDISING MAN 


Needed by building materials manufacturer 
who sells to lumber and building supply 
dealers in Northeast. Involves develop 
and carrying rags | promotion programs of 
building products. Write experience, etc. to 
Box K-21 American Lumberman and Build- 
ing Products Merchandiser. 





Building Material Sales 

The Insulite division of the Minnesota and 
Ontario Paper Company offers rewarding 
sales career opportunities for young men 
(ages 26-35 preferred) in this well-estab- 
lished, yet expanding organization. We are 
seeking men with proven sales ability whose 
present positions may not offer sufficient 
challenge or mA pehaagpen for advancement. 
New men are paid on salary during an initial 
training period and upon territory assign- 
ment are compensated on a salary plus bonus 
basis. In addition, these peers offer ex- 
ceptional employee benefits paid for by the 
company. Car furnished. 

Write Don Lindert, Minnesota and. Ontario 
Paper Co., 500 Investors Bidg., Mpls. 2, Minn. 





WANTED—MANUFACTURER- REP- 
RESENTATIVE—to sell complete line 
of ornamental iron and aluminum 
railing and columns. A Do-It-Your- 
self item—a volume product with fast 
turn-over. Liberal Commission. Sold 
E. O. M. State area in which you 
sell when writing for details. ELITE 
FABRICATORS, BEL AIR, MARY- 


LAND. 


76 








HELP WANTED 











Ass't. Manager, owner preparing to retire. 
Good chance for right man in unworked 
Penna. Dutch area. Set up kage sales. 
Address Box K-43 American Lumberman & 
Building Products Merchandiser. 





SITUATIONS WANTED 








BUSINESS FOR SALE 











Lumber Yard For Sale 
Lumber Yard for Sale in Oklahoma City 
due to owner's retirement account of age. 
Established business, yearly sales in excess 
of $1,000,000.00. Sell or lease equipment and 
improvements to responsible purchaser. No 
bonus. Inventory at market. Exceptional op- 
rtunity. Address Box K-53 erican Lum- 
rman & Building Products Merchandiser. 





RAILS WANTED 











Have extensive experience in top manage- 
ment of line yard and large volume 
independent yas operations. Thoroly fa- 
miliar with all phases of retail building ma- 
terial business. College graduate. Presently 
employed. Desire change. Address Box K-50 
American Lumberman & Building Products 
Merchandiser. 





Assistant Manager of lumber and millwork 
desires change. Millwork, trusses, lamina- 
tions experience—sales and service. Non- 
drinker. Want to change at first of year. Ad- 
dress Box K-52 American Lumberman & 
Building Products Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











Manufacturers Agents now successfully call- 

on jobbers and large lumber dealers in 
all states east of Ohio to handle a well-de- 
signed sliding door frame at an excellent 
competitive price. This frame will substan- 
tially under-sell our competitors’ comparable 
frames now being sold in car-load lots. Com- 
mission arrangement only. Excellent oppor- 
tunity. All or part of the Eastern states ter- 
ritory available. Address Box K-49 Ameri- 
can Lumberman and Building Products 
Merchandiser. 





SALES REPRESENTATIVE 
AVAILABLE 











Representative Position Wanted 
Want new approach to large territory? I 
have 15 years owner, manager of lumber 
yard; 5 years as general contractor. Have 
good plane and commercial license, 39 years 
old, fcur children, presently located central 

tak. Would relocate if deal is suitable. 
Manufacturers direct deal preferred. Address 
Box K-49 American Lumberman & Building 
Products Merchandiser. 





BUSINESS FOR SALE 











Lumber, Bldg.. Materials, and Fuel business 
in small town in Eastern Penna. Modern 
store, yard, and equipment. Room for ex- 
pansion. Excellent opportunity for an hon- 
est, aggressive man. Present owner retiring, 
financing can be arranged. Address Box 
K-44 American Lumberman & Building 
Products Merchandiser. 





FOR SALE 
IN CENTRAL WISCONSIN 
2 Retail Lumber Yards, includes Readi-Mix 
Plant, Feed Mill and Elevator. Good loca- 
tions, no competition. Good Business. Lon 
established. Good volume in Hardware an 
Paints. Operate as 1 unit or — A and 
sell 1 or 2 businesses. $175,000 inventory. 
Engel Realtors 
532 W. College Avenue 
Appleton, isconsin 


RAILS: New and melaying. Bought and Sold. 
1000 Good Serviceable Trucks in stock. 


M. K. FRANK, 480 Lane Ave., New 
York 17. 400 Park Bidg., Pittsburgh 22, Pa. 








MACHINERY FOR SALE 











12” x 8” Hall & Brown 4-side moulder com- 
pas with hoods, motor and starter. $800 
.O. Chicago. Hill-Behan Lumber Com- 
pany, 5601 Elston Avenue, Chicago, Illinois. 





End the back-breaking strain of mov- 
ing heavy loads with hand equip- 
ment. Exclusive features permit one 
man to do the work of four with less 
effort and without a heavy invest- 
ment in motorized equipment. An in- 
quiry on your letterhead, giving 
name and title, will bring complete 
details. No obligation, of course. Ad- 
dress Twin-Tilt, P.O. Box I-7, Cin- 
cinnati, Ohio 





MISCELLANEOUS FOR SALE 


SANE 











CARPENTERS APRONS 
Write for prices and information. 
‘A SPECIALTY CO. 


MINNESOT. 
119 North Fourth Street 
Minneapolis 1, Minn. 





FURNITURE FACTORY 
& CUSTOM MILL CLOSEOUT 

GUM Sap 7M’ 4/4 #1 C&Btr 1M 5/4 2M 6/4 

10/4 9M 12/4 MAHOG Afr 4M Sel- 
&Btr 6M 12/4 POPLAR 4M 5/4 Sel&Btr 6M 
6/4 #2 Com YP 8M 5/4 #1 Com&Btr PONDE- 
ROSA 15M 5/4 FAS Redwood 10M 5/4 CAH 
8M 8/4 CAS Address Box K-51 American 
iamanermen & Building Products Merchan- 

iser. 





THE UNITED WAY 
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‘*Have You Overlooked This’’ 

The following manufacturers were carried 
in the Nov. issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information. 


Allegheny Building Units, 117 
Details fj ahtag a Sabie Gualevihine for 
Alleghen: y a lumber—new interlock- 

ing oy ‘Guliding units. 


99 

Nationwide _ &. isi campaign pre-sells 

customers on “C al ceiling tile. 
Arrow Metal Products Corp. 

ortfolio on packaged carport of- 


fere 
Barrett Div., Allied Chemical Corp. ....102 
Get information and samples of “Barre- 
tone” decorated tiles. 
Berry Door Corp. 94 
Berry steel garage doors with full five 
year gurantee feature’ climate-proof 
weather seal. 
Carey Mfg. Co., Philip 122 
——_ No. 6396 gives the ‘“‘Roofmaster” 


Carey y Mig. Co., Philip 123 
Miami-Carey Coverange hoods and ventil- 
ating fans make any kitchen more at- 
tractive. 
Carey Mfg. Co., Philip 124 
Write for a copy of Form No. 6421 de- 
scribing Carey “Styletex”’ siding. 
Clarke Floor “Sharpe Co. 
Clarke’s ey 
Comer builds cuits in ‘ein depart- 


ents. 
Cleveland Steel Specialty Co., Inc. 125 
cla offered on Cleveland building spe- 
oul ost — \ assay ‘Plyclips.” ; 
pe on window units and alumi- 
num doors. 
Dexter Lock Div 90 
a. 21,000 key change insure se- 
Farley & Loetscher Mfg. Co. 
—_—o catalog available on Guaiityput 
Way wood windows. 
Flintkote Co. 
Use handy cover card to get 
on “Rextab” shingles and 
’ ¥ F scscaatn ee " 
Formica 108 
Offers 2h of informative folder—‘‘How 
to Make Money with Formica.” 
Georgia-Pacific 
New plastic-coated, heat-sealed EE 
protects G-P fir finish lumber. 
Industrial Marine Corp. 131 
Details available = distributorship of 
molded magic hulls. 
Insulite Div. 


96 
rticulars 
introck”’ 


136 
Write for special information on Insulite’s 


“Bildrite” or ‘‘Graylite.” 
—— Aluminum & Chemical Sales ....112 
=, range of sales aids helps dealers 
a Kaiser’s aluminum roofing products. 
Lufkin Rule Co. 
Lufkin Turnover Target 
End” rules. 
Macklanburg-Duncan Co, 95 
Quality hardware and building products. 


Marlite Div., Masonite Corp. 2 
Write for full details on Marlite Random 
Plank—fully-finished wood grain panel- 


~. Corp 
National qdivartintines and a full arra 
selling helps back up Masonite’s “‘Pan- 
elok” promotion. 
dwe. Div. 120 
Medalist announces a new Direct-to-Deal- 
er Sales Policy. 
Osmose Wood Preserving Co. ........... 128 
For complete details on new “Wizard” 
wood preservative machine, use handy 
cover card. 
S. Parker Hdwe. Mfg. Corp. ............ 146 
Complete hinge catalog offered. 


Pittsburgh Plate Glass Co. 
“Pennvernon” double 
glass ao toe scratching. 
Plasticles 


107 
Tlustrated “bulletin on Plasticles sign let- 
- ters available. 
Quaker State Metals Co. ...............; 110 
Aluminum materials from Quaker State 
suppl metal Lf ane product needs. 
— adlock & Hdwe. Co. 
Free a we display sells house num- 
bers for 
Standard Tile fe. Inc. . 97 
Capri Mosaic Tile announces special profit 
pope J offer to corner do-it-yourself 


Teco 126 
The “Teco” grade —_ on plywood in- 
sures dependable qual 
Union Lumber Co. 118 
“Noyo” water repellent mill-treated siding 
reduces paint requirements. 


93 
strength window 


ADVERTISERS’ 


INDEX 





Acme Steel Co. 
American Steel & Wire 
Div. of U. S. Steel 
Appalachian Hardwoods 
Armstrong Cork Co. .........+650e5ee0s 10-11 


Burroughs Corporation 
Butler Manufacturing Co. 


CARADCO, Inc. 

Colorado = ae 
Iron Co 

Columbia- 


Dodge Div. of Chrysler Corp. 
Durham Co., Donald 


Emco Specialties, Inc. 
Evergreen Supply 


Ford Div. of Ford Motor Co. 


Hamer Lbr. Sales, Inc. 
Home Improvement Products Show 


International Salt Co., I 
Keystone Steel & Wire Co. 
Lumbermens Mutual Casualty Co. 


Macklanburg-Duncan Co. ............. 14-15 
Marlite Div. of Masonite Corp. 16 
Masonite Corporation 
Medford Corporation 


Menominee Indian Mills 

Minnesota Mining and Mfg. Co. 

Miracle Adhesives Corp. 

Monroe Calculating Machine Co. Inc., 
Div. of Litton Industries 


National Manufacturing Co. ..... 


Pacific Lbr. Co., The 
Parker Hdwe. Mfg. Corp., S. 
Pickering Lbr. Corp. 
Ponderosa Pine Woodwork 
Preway, Inc. 


R-B Co., The 
Roddis Plywood Corp. 


Skil Corporation 
Southeastern Tool & Die Co. . 
Sterling Corp., John 

Sweda Cash Register Inc. 
Symons Clamp Mfg. Co 


Tarter, Webster & Johnson, Inc. ... 
Tennessee Coal & Iron Div. .... 
Trinity White Cement 


nites States Mineral Wool Cumpeny cea 
S. Plywood Corp. 3 
v. S. Steel Corp. .. 
S. Steel Export Co. 
i Atlas Cement, 
Div. of U. S. Steel 


Wells Aluminum Corp. 
Welsh Plywood Corp. 
Western Pine Assn. 
Wood-Mosaic Corp 











12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 


Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, Iil. 
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SYMONS 
Steel Stake 


Pullout hole 
for easy 
removal 


Cau Be 
Reused 
Indefinitely 


Easily secured 
to lumber 

can be nailed 
every 1” OC 


‘1 beam design 
drives easier, 
holds best 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work. This popular 
and profitable item 
is available in 12”, 
18”, 24”, 30”, 36” 
and 42” sizes. 


a 


Hi-Carbon 
Alloy Steel 
tough to bend 


Rugged point 
with minimum 
deflection 





Synns 


SYMONS CLAMP & MFG. CO. 
4267 Diversey Ave., Chicago 39, Ill., 


Please send complete dealer price information 
on your STEEL STAKE. 


Dept. M-9 


Name. 
Firm ae 


Address sndserbiilt 


| 


City. _Zone___State. 


r 
| 
| 
| 
| 
| 
! 
| 
! 
| 
| 
| 
! 
| 
! 
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MANAGEMENT WORKSHOP-IN-PRINT 


What Expenses to Charge 


For Advertising and to Sales 


In the workshops most dealers have concluded that 
a budget of 2% of total sales or 34% % of consumer 
sales is the proper investment in advertising for the 
dealer to get his fair share of local consumer dollars. 

The question “What is advertising expense” was 
raised so often in the workshop that a round table 
discussion was held on the subject. 

After extensive discussion the majority of the con- 
ferees were of the opinion that the following alloca- 
tions should be made of these types of expenses ac- 
counting-wise. 





These should be charged 
to Advertising Expense 


These to Sales Expense 


These to Charity, Donations 
Miscellaneous or other but 
Not to Advertising or Sales 





Signs and billboards 

Newspaper Advertising 

Classified Ads offering 
Goods & Services 

Direct mail advertising 

Catalogs 

Directory advertising 

Radio and Television 

Plan books 

Open houses 

Home Shows 

Fair exhibit 

Welcome Wagon 

Calendars 

Carpenter Aprons 

Match books and novelties 
with advertising message 

Paid advertising to all 
recognized media 

Mats and mat services 

Agency services 


BORDERLINE EXPENSES 


Samples 

Salesmens Car expense 

Canvassing 

Prospecting 

Surveys 

Business cards 

Sales kits 

Forms and blanks 

Salesmen’s time 

Salesmen’s salaries, bonuses, 
drawing accounts* 

Sales management salary 
and expense 

Contractor selling helps 

Price lists 

Stationery supplies 

Estimating materials 

Contractors’ meetings 





It was further agreed that the following expense 
items could not be assigned arbitrarily to either ad- 
vertising or sales but could only be allocated fairly 
after individual study. 


Personnel time 
Displays 

Telephone & telegraph 
Depreciation 
Management time 
Model houses 


Consumer meetings 
Rent 

Printing 

Art work 

Engraving 

Postage 

Dues and subscriptions 





Advertising in school 
publications & annuals 

Advertising in union & 

labor papers 

Recreational activities 

Sports promotions 

Public relations expenses 

Entertaining prospects 
and customers 

Convention expenses 

“Free” goods 

Program advertising 

Any charity or donations 

Discounts, refunds or 
rebates 

Memberships 

Welfare activities 

Social activities 

Any “goodwill” advertising 


* In package selling, where commissions 
on the sale of labor are added into the 
price structure as a separate item of costs, 
such commissions should be credited to a 
“Commissions added” account and when 
paid to the salesman should be charged to 
this account. Thus such commissions 
added do not show on the operating 
statement as expense. 

Art Hood 
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PREWAY Provides the B/G PLUS* in Bilt-Ins 





Designed with diel of lauury 


women want 


= Engineered for Lowest 
‘ In-Place Cost 


es 


To the contractor, labor time means money. That's why any time- 
saving, work-saving invention, like Preway’s new patent-applied-for 
Expansion Lock, is important. It reduces to 30 seconds or less, the 
“locking-in” time of a Preway gas or electric oven. Only one tool, Preway Bilt -Ins 
a screw driver, is needed to turn the lock on either wall and mount 
the oven in place. Removal, if ever required — is just as easy. featured 
Here is a time-saving of from 15 minutes to a full hour over that : a 
required by other built-ins — and any apprentice Parents’ Magazine} 
worker can do the job. The contractor who an- 
alyzes his In-Place Cost will use Preway! LU-RE-CO House 


Inc. 8129 Third Street, North, Wisconsin Rapids, Wis. 


* ALL PREWAY BILT- INS 
MEET NEW FHA REQUIREMENTS 
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16 UNITS 


It all adds up to faster turnover when you handle 


Speed Up Sales the line that’s paced for today’s market! Your sales 


people can select the right item with less waste motion 
... your customers SEE what you have to sell (and 
and Stock Control it stimulates impulse sales). Another advantage: you 
save on inventory and accounting procedure. 
... WITH NATIONAL’S VISUAL PACKAGING, join the swing to “National of Sterling’! 


PICTO “GRAPHIC LABELING AND WRITE FOR FREE CATALOG TODAY 
NEW DECIMAL PACKAGING 





NATIONAL MANUFACTURING CO. 
11912 First Ave., Sterling, Illinois 
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